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Night must fall 


... but your layouts, 
comprehensives and illustrations 
will be ready for your approval 
by morning. Around the clock 
members of our staff 

are ready to help you 

meet those tight deadlines. 

Call PLaza 5-7404 for 
information about our services. 
Contact: Mulford Helmer, Tony Ruta, 
Roger Smith, Perry Wolf. 
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ILLUSTRATION BOARD 


Cent 
._ ¥ OU: 


a better artist 


gives you SPEED 
gives you EFFICIENCY 
gives you QUALITY 





Famous Crescent Illustration 


Board is that “perfect Food Photography 


Still Life... 





board” you've been looking 
for. Designed to give a 
perfect performance with al- 
most any technique or me- 
dia. The Crescent white 
surface gives better finished 
art quality and reduced pro- 
duction costs. Test it your- 
self! 


Write for Free Samples ... see your Dealer. ( 
QUALITY 
CHICAGO CARDBOARD COMPANY PRODUCTS 


1240 N. HOMAN AVE. ° CHICAGO 51, ILLINOIS 





TON! FICALORA 


12 East 42nd Street, New York 17, N.Y. MUrray Hill 7-0356 
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FFFE CAL PUBLICATION @F NATISGO At SEOCrhevyTy? oF ART OVER CO eS 
THIS MONTH 
Designing sales : Package Redesign 18 
. . a , . Bauhaus Bachelors 20 
We carefully considered twenty different agencies. Several Believability 4 
factors led to our selection of McCann-Erickson. These were Chicago's 22nd 48 
the company’s pre-eminent positions in the creative, market- Case History: Parker Pen Consumer Ads 58 
ing and research fields.” ; Case History: Admiral Refrigerator Ad 61 
: Case History: Trade Magazine Campaign 62 
. , ’ . i hi 's F h T h 
That's part of John H. Ballard’s explanation of why the moanges Cane: Tene “ 
*S . ie : School of The Art Institute 67 
Bulova Watch Company chose McCann-Erickson as its new conics é 
Selling with Packaging 68 
agency. Mr. Ballard is president of Bulova. Puabuees: Genlen ter Gantel Penen 7 
Upcoming Artist: Alf Zusi 72 
The creative department at McCann-Erickson features an Upcoming Artist: George Suyeoka 74 
unusual amount of copy-art teamwork. Listing good creative Upcoming Artist; Bob Abbett 76 
work, good art, design and copy, as a primary reason for ; More than Pretty Pictures 78 
’ : . Al a . ' Upcoming Photographer: Tony Pappas 82 
assigning a $4,000,000 account is a strong reminder of the 
importance of the creative man in advertising and selling. EVERY MONTH 
It is wonderfully reassuring to know that the President of such Tax Talk 9 
a large company as Bulova is fully aware of the importance Business Briefs 10 
° . . : Lett 
of good creative thinking. — 13 
? Quotes 17 
: ‘ AD&S News 37 
But there’s more than a nice pat on the back for ADs, 
: ? . . : ' Production Bulletin 47 
artists and writers in Mr. Ballard’s reasoning. ! eis teen pas 
: : . Cover Designer 97 
There’s a reminder that as important as art direction is to Senin Seat 98 
the agency and to the advertiser, its value is enhanced when Booknotes 110 
teamed up with copy, marketing, and research. Bookshelf 112 
Ready Reference, Classified 114 
The top ADs of tomorrow are likely to be more than top 
designers. They are going to be men with a flair for writing ; 
copy or working very closely with copy men. They are going a a . Eder: Edward Gottschall 


to be men who understand and apply readership research, 
marketing research, motivation research to their work. More 
and more, they will be designers who design to sell, who care- 
fully aim their layouts, their art, their design at specific sales 


objectives and markets. 
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Production Retouching, figure and mechanical; 
a Lettering Flexichrome 
Photography Mechanicals 


George Lynch, Gloria Orsenigo, Helen Hubel, Ken Powers, Joe Boyan, Goodhue Weatherly, Bob Swenson. 
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ax talk 


.XWELL LIVSHIN, C.P.A. 


spection of Federal. income tax re- 
ns by State governments: Rev. Rul. 


349 


recent ruling by the United States 

reasury Department specifies that per- 

ission may be granted by the Com- 
missioner to authorize officials lawfully 

,arged with the administration of any 
State tax law to inspect Federal income 
tax returns for the purpose of State tax 
administration. Upon proper applica- 
tion to the Commissioner, the desig- 
nated tax officers of a State will be 
granted permission to inspect all Fed- 
eral income tax returns which were 
filed in District Directors’ offices located 
within the State. 

They may also inspect information 
returns, schedules, etc., as well as cer- 
tain records and reports relating to the 
returns. The policy with respect to what 
documents may be inspected is generally 
as follows: 


1) If the inspection of income tax 
returns is authorized, schedules, infor- 
mation returns, protests, briefs, etc., de- 
signed to be supplemental to or become 
a part of the return, may also be in- 
spected. 


2) Tax examiners’ reports may be 
inspected to the extent that such re- 
ports have previously been furnished to 
the taxpayers; therefore, the transmittal 
letter portion of a revenue agent’s re- 
port, or a separate confidential report 
which contains information for Treas- 
ury Department use only, may not be 
inspected. 


3) Tax conference reports may not 
be inspected with the exception of the 
pages showing recomputation of tax 


liability. 


4) Work papers of tax examiners, en- 
gineers’ reports, cover letter of the re- 
ports in which opinions are expressed, 
reports of special agents and interoffice 
communications may not be inspected 
unless specific authorization is given by 
the Commissioner. 


5) Inspection of claims for refund 
will be limited to the face of the claim 
only. Typed copies of office copies of 
overassessment certificates may be fur- 
nished. 


The above ruling is effective as of 
June 30, 1954. 
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I. J. BECKER STUDIOS 


480 Lexington Avenue, N. Y.C. Eldorado 5-3696 

















FOR BRILLIANT INTENSE TONES 
DR. PH. MARTIN'S 
RADIANT CONCENTRATED COLORS 
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business briefs 


Studios, artists report a spotty September 
followed a stronger than usual August. 
This pattern was generally true through. 
out the profession. 


The Fall months are turning in business 
statistics extremely close to the forecasts 
of Spring ’54. To date, the 1954 “‘reces- 
sion” has been the best plotted dip ever 
recorded. After a floor was established 
in the summer, business activity began 
a slow, steady turn upward. The con- 
struction industry became, in August, 
the first major industry to outpace 1953. 
Installment buying quickened. Employ- 
ment edged upward but not enough to 
dent unemployed rolls. Steel, the bel- 
wether industry, began to “blow in” 
furnaces. 


There's one fly in the picture. It is questionable 
whether the upturn is based on the dip 
having run its course or whether it is 
due to the opening of the federal spigot, 
a program the Republicans have openly 
admitted to for votes. Whatever the rea- 
son, business should be strong and 
steady right through early 1955. Further- 
more, any change in this pattern should 
be on the plus side. Other industries 
beginning to mark up as good or better 
than 1953 figures are: textiles, movies, 
TV, chemicals. 


But seasonal slumps still persist and the fight 
against them is gathering momentum. 
January, July and August advertising 
doldrums are based on myths, says James 
M. Vicary in a survey conducted for 
Family Circle magazine. True, he says, 
people do a lot of heavy buying in the 
Spring and Fall, but consumers are 
planning their purchases well ahead of 
the actual purchase time. Vicary’s survey 
shows that Spring purchases are planned 
as early as the second week of January. 
This is added fuel to those who advo- 
cate selling all year round for best re- 
sults. 


Other encouraging economic signs are the 
steadiness with which installment pay- 
ments are being met; period of defense 
cut-backs nearing end; merchants antici- 
pating 5% volume gain over last Fall. 


Outdoor display executives worried over new 
local laws banning such p.o.p. items as 
banners, flags, spinners. New York sub- 
urbs such as White Plains and Mama- 
roneck are fighting “carnival” appear- 
ance of gas stations. POPAI fears nation- 
wide trend. 
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SARRA— is honored by the accep- 


Lo OI Ee 


tance of our photographic illustrations 
and TV commercials for the twenty-second 
exhibition of the Art Club of Chicago. We 


are proud of the awards we received. 


These exhibits are practical examples of 


our basic slogan ... SARRA shoots to sell! 





> SARA 


SPECIALISTS IN VISUAL SELLING 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


PHOTOGRAPHIC ILLUSTRATION * TV COMMERCIALS * MOTION PICTURES * SOUND SLIDE FILMS 
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catalogs 
announcement ads 
newspaper ads direct mail 
national ads facts books 


promotion material 


Colgan Pernt Dire. 
head puanters 107 
olonything tn automobile art 


Lor over LO years! 


Tt 


2 Anything and everything pertaining to automotive art 
a _ 7 Ete he Wade has been a specialty of this studio for over 26 years. 






For over 26 years, LaDriere Studios has produced more 
quality automobile art, and offered a larger staff of top 
artists, than any other studio in the automobile field. 


Three recent additions to our large staff are pictured here, 
Dan Todd, Joe Podnar and Les Hardy. 






4 In addition to the 15 car specialists pictured here, the 
é 


£ complete staff of 84 people at LaDriere Studios assures 
t it 


quality-conscious art directors the same dependable quality 
‘ J 
lh MWn KG ( | Mine ~ 


and service they have always received from LaDriere. 
headquarters for automobile art for over 26 years STUDIOS 


LaDRIERE STUDIOS INC., 1700 CADILLAC TOWER, DETROIT 26, MICH. 
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t's Burnley 


| should like to express my thanks to 
he National Society of Art Directors, 
for their efforts in conducting a survey 
»f the art schools in the United States. 

I was, of course, very pleased to find 
that we were among the sixteen pre- 
ferred art schools mentioned by Mr. 
Fry in the July issue of Art Director and 
Studio News. However, I should like to 
bring to your attention that our name 
was spelled Burney, instead of Burnley. 


Edwin Burnley, Director, 
The Burnley School of Art 
and Design 


Neil or Arnold? 


It wasn’t until I saw my letter to you 
in print in the magazine that I noticed 
what an error I made, and I am hasten- 
ing to offer my apologies to all con- 
cerned. 

I mentioned that the front and back 
covers of the March issue were done by 
former Art Center School boys. I mis- 
takenly referred to Arnold Fujita, who 
was trained at Art Center and is cur- 
rently Art Director for Foote, Cone & 
Belding in San Francisco, as “Neil Fu- 
jita.” Over a period of years, we have 
graduated several Fujita boys and, un- 
fortunately, the wrong name slipped 
out. 

E. A. Adams, 
Director, The Art Center School 


Phoenix for advertising? 


A recent experiment in the field of 
stage production brought some interest- 
ing things to light. The Phoenix The- 
ater, in New York, came along with the 
idea that a stage was necessary where 
the producer could be free to draw from 
untried, untested and perhaps previ- 
ously rejected material. To do this he 
would have to be able to get top 
flight talent, men and women in 
whom the desire to soar into untravelled 
spheres was also great. Many outstand- 
ing mames responded-actors, dancers, 
scenarists and production people. 

The success of the Phoenix Theater, 
in its first season is legend. From the 
never-produced manuscripts of the great 
writer, Sidney Howard, came Madam 
Will You Walk. It brought eyes to a 
focus in the direction of The Phoenix. 
This was followed by The Golden 


(continued on following page) 
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(continued from preceding page) 


Apple. This musical had _ knocked 
around Broadway for five years. No one 
would touch it. 

Here is the record of the Phoenix and 
Ihe Golden Apple: The New York 
Drama Critics Circle Award for the 
Best Musical of the season; The Don- 
aldson Award for the Best Musical; The 
New York Newspaper Guild’s Page One 
Award for the Theater. 

The public was then treated to a stir- 
ring production of the rarely seen 
Shakespearian play Coriolanus. Veteran 
producers seem scarcely able to remem- 
ber its last presentation. It got the 
Theater Award given annually by the 
Shakespeare Club. 

All of this was climaxed with the 
Show Business Award to the Phoenix 
for “Artistry and Merit Which Has En- 
riched The American World of Enter- 
tainment”. Who could state my case bet- 
ter? 

In another field, much the same hap- 
pened. Television was unquestionably 
enriched, both from the standpoint of 
the producer and the viewer, by the ex- 
perimentation permitted in the free- 
wheeling Omnibus Show, made possible 
through the vision and backing of the 
Ford Foundation. 

In advertising it seems to me that piti- 
ably little is available whereby talented 
and progressive minds might explore 
new methods or even rediscover old 
ones. 

To the best of my knowledge there 
exists nothing like the Guggenheim Fel- 
lowships, applied to Advertising. There 
are no comparables to the Niemann 
Awards, such as are enjoyed by forward 
looking professional journalists. I think 
that everyone loses through the failure 
to make such opportunities available to 
our most talented and inspired practi- 
tioners. 

The day is long past when advertising 
meant getting the sharpest picture of 
your product coupled with the price of 
your article in the biggest type face 
possible. 

I look forward to the time when op- 
portunities of an unusual nature will 
be made available, by Advertising, a 3 
billion dollar a year profession,. to for- 
ward-thinking artists, writers, art direc- 
tors and production men, from whose 
wide ranging explorations the whole 
spectrum of advertising will be en- 
riched. 

Frank Gershaw, 
Habershaw Photography 


DYE TRANSFER 


STRIP-IN 


PRINTS: From 2 or more 
color transparencies, accu- 
rately fitted together on one 
paper surface, resulting in: 
Ease of correction and re- 
touching, lower reproduc- 
tion costs, client O.K. before 
proofing, etc. Call to see 
samples. 


e Carbro 

e Dye Transfer 
e Colorstats 

e Flexichrome 


base prints, ready 
for coloring 


Ralph: Manks Color labs. 


344 East 49 EL 5-6740 








move, hie, budge, stir, 
pass, shift, glide, roll, 
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flit, stream, travel, jog, 
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hurry... 


- AND BE SURE TO 5 


GO 
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F a newly created 
staff headed by Bob 
Dean with Jon Silla 
assisting in 4000 
square feet of studio, 
fully equipped to 
handle your needs 
in color or black 
and white 


photography with the 
same kind of talent and 
creative thinking that has 
made Mel Richman Studios 
the finest in Philadelphia 
for advertising art. 


locust 7-7600 





Bob Lavin has a rare ability to combine 


an interpretive and dramatic approach 


with the authenticity and detail so necessary 
to industrial paintings. Figures that move 
and machines that work in an atmosphere 
of convincing reality have characterized 

his work for National Steel, Western Electric 
and other national accounts. 





Charles E. Cooper, Inc. Advertising Art 
136 East 57th Street - New York 22, N: Y. - Plaza 3-6880 
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arth of writers with TV know-how 


-roducers are faced with the dilemma 
having to have prolific, experienced 
riters who can achieve a good degree 
{ quality and yet work with speed and 
chnical accuracy to fill the needs of a 
edium which uses material at a most 
ipid rate. There is not time, or budget, 
n the average production sct-up for 
training and schooling writers to a de- 
ree of proficiency in the medium. Those 
vriters who are experienced hands in 
television production are all tied up. 
Consequently, the pool of trained 
writers has literally dried up.” 


Fred A. Niles, Vice President 
and Director, Kling Studios 
Motion Picture-Television 
Enterprises 


Desired and dreaded 


“It was always the same problem. . . with 
which all the participants were con- 
cerned. What could be done to protect 
the artist, to help him, to educate him, 
while at the same time safeguarding the 
independence of his art and preserving 
the originality and authority of his 
talent? How could the state be asked 
to foster the arts without setting up a 
system of official or “directed” art? The 
questions which were most vigorously 
debated were nearly always those in 
which official action was both desired and 
dreaded.” 


Giuseppe Ungaretti, 

reviewing the discussions among 
artists of all the arts and many 
countries at the Venice Interna- 
tional Conference of Artists. 


No title whatever 


“In an age when patronage is disappear- 
ing, the state should occupy the vacant 
place by awakening and sustaining the 
talents which deserve its support. But, 
on the one hand, the state should remem- 
ber that it has no title whatever to inter- 
fere in the work of creation itself .-. . on 
the other hand it must obtain for these 
craftsmen the best possible practical 
conditions. Its task is not to direct 
talent, but rather to help it flower by in- 
creasing the number of schools and 
museums, study and travelling scholar- 
ships.” 

Jaime Torres Bodet, 

Director General of UNESCO, 
United Nations Educational, 
Scientific and Cultural Organization 
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what will we give them for Christmas? 


art director / studio news 


It's a 12-time package long remembered and treasured as 
a thoughtful reminder of the Holidays. A gift card 
announces each gift subscription. If your friend is already 
a subscriber, your gift will extend his subscription. 

Fill in the coupon below and we will send your gift 
cards a week before Christmas. Subscriptions are $3.00 
for one year, $5.00 for two years. 


Art Director & Studio News, 43 E. 49th St., N. Y. 17 
Please send Christmas gift cards and subscriptions to: 
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Gift from, 
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While you're at it, renew my subscription too. 







Enclosed check or money order for $. 
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case history: 


package 


redesign 


PROBLEM: Jo redesign the existing 
Harvester Cigar box utilizing the ele- 
ments of the inside label. Outside wrap 
was open for discussion and_ possible 
complete change. 


BACKGROUND: The Cigar industry is 
noted for its guarded attitude toward 
product design and redesign. Tradi- 
uuonal packages and hand-me-downs are 
and have been around so long that it 
is €asy to assume that what is the result 
of a “let’s not change it, it’s all right 
the way it is” attitude, is the norm and 
thus the accepted practice. Wise man- 
agement, however, is alert to separate 
that which has drifted into an industry 
through indifference as compared to 
those solutions that are the result of 
study, analysis and creative imagina- 
tion. In recent years, the tobacco in- 
dustry has shown a growing interest in 
the graphic artist. The results speak 
eloquently and are noteworthy contri- 
butions to the packaging and merchan- 
dising fields. 

The creation of a new package that 
is exciting, stimulating and sales pro- 
voking is a notable achievement. The 
redesign of a package, unlike the de- 
sign of a non-existing package, is an 
infinitely more complicated and subtle 
problem. It is required and essential 
that the redesign register and com- 
municate the very fact that it is a re- 
design and, of course, create a favorable 
impression. It must keep the friends 
that the old package gained in the past, 
and help attract new customers. Thus 
the redesign is a positive sales maker 
as well as a public relations effort. 


SOLUTION: Although the wooden 


cigar box is practically extinct, the 





tobacco industry has tenaciously simu- 
lated the wood grain as a wrap for 
cardboard boxes to convey the illusion 
of wood. Realizing that any texture is 
actually possible since it is a printed 
wrap, George Samerjan broke with tra- 
dition to use the very same processes to 
create and suggest an equally mascu- 
line material, leather. 

The simplicity and directness of the 
saddle-stitched moroccan leather design 
gives the new package dignity and 
freshness. Legibility and immediate 
brand recognition is a must behind busy 
tobacco counters. George Samerjan re- 
versed the cigar names (there are three 
distinct sizes and shapes) to achieve 
this end. The lettering is sympathetic 
to the period and time “Harvester,” a 
famous harness racing star, enjoyed his 
greatest fame. 

On the inside label, Samerjan de- 
signed a still-life to create an instant 
impression of enjoyment and content- 
ment that absorbs the required ele- 
ments into one unit. He scouted up a 
craftsman to build the ashtray, a sculp- 
tor to create the horse’s head, and a 
leather artisan. Finally, a top photog- 
rapher, Edgar D’Evia shot the koda- 
chrome that became the final art. In- 
cidentally, isn’t this the first use of a 
kodachrome for the inside label of a 
Cigar Box? 


RESULT: Immediate acceptance 
throughout the trade. Both seller and 
consumer pleased with the redesign. A 
unanimous conclusion in the trade that 
a ten cent product is staged in a con- 
tainer that creates an impression of a 
costlier product. 
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Here are a few items ideally suited 
for Christmas giving to your 


friends and associates in the profession. 


You will find many others in our 


comprehensive stock of artist’s-materials. 








* slightly higher east of the Mississippi 





Folding Stool 
Available in: canvas at $4.50, light leather $6.50, 


top cowhide $9.00. All stools have sturdy hickory legs. 


‘Imported French Easel-Box 


Brass fittings throughout. Easily set-up, it is 
ideal for outdoor or indoor painting. Contains as a 
sliding drawer, a metal-lined, full 12x16x2% inch 
paint box with palette. Dimensions folded, 16x18x6 inches $50,00.* 
imported French Paint Box 
Beautiful wood grain, metal-lined, 12x16 inches $14.00. 
Also available, 16x20 inches $20.00.* 
The Swan Calligraph 
A gold nib fountain pen from England designed especially for 
those interested in calligraphy, the art of beautiful writing $8.75 
Swan Artist’s Sketch Pen 
From England a versatile India ink fountain pen $8.75. 
Art Director's Pencil 
14K solid gold, self-propelled, thick lead holder $35.00. 
Books on the Graphic Arts including: 
Graphis Annual $12.50 
Penrose Annual $9.50 
Handbook of Early American Advertising Art 
Pictorial volume $10.00, Typographical volume $10.00, Both $17.50 
Subscriptions to many foreign publications including: 
Graphis (Switzerland) 6 issues $14.00, 12 issues $26.00 
Gebrauschgraphik (Germany) 12 issues $18.00 
Stile Industria (Italy) 4 issues $8.00 
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FLAX ARTIST’S MATERIALS 
Los Angeles: 10846 Lindbrook Drive 


Los Angeles'24 
Chicago: 176 North Wabash 
Chicago 1 
New York: 40 East 28th Street 
New York 16 


San Francisco: 255 Kearny Street 
San Francisco 8 





product 
illustration 








Bauhaus bachelors 


The Institute af Design 
carries on where 


Moholy-Nagy left off, 





offers degree courses in design 


The Institute of Design of Illinois In- 
stitute of Technology, located at 632 
North Dearborn Street in Chicago, pro- 
vides college-level instruction in product 
design, visual communication and 
photography. 

It is internationally famed as one of 
the world’s most creative institutions. 
Although a relatively young institution, 
it has influenced art and design teach- 
ing methods in many countries. Its 
graduates are contributing distinctive 
patterns for industrial products and 
are responsible for many new features 
in the graphic arts and photography. 

It is unique among art and design 
schools due to its insistence that the de- 
signer must have more than narrow 
vocational training to solve design prob- 
lems and its creed that he should not 
study the old masters but, instead, de- 
velop the intellectual and emotional 
powers which made the old masters 
creative. 

The school is the direct descendant of 
The Bauhaus, established in Germany 
following World War I, which exerted 
tremendous influence in the develop- 
ment of modern art until closed by the 
hostile Nazi government in 1933. The 
late Lazlo Moholy-Nagy, the leading 
Hungarian artist-educator who devel- 
oped the basic training courses at The 
Bauhaus, was invited by a group of civic 
leaders to come to Chicago to establish 
a “New Bauhaus” which would con- 
tinue the principles of the original in- 
stitution. He accepted and brought the 


school’s first instructors with him. 

The old Marshall Field mansion on 
Chicago’s Prairie Avenue was made 
available to the new school which 
opened its doors, October 1937, to 20 
students. The school’s initial years were 
beset first by financial problems and 
then by World War II. It was required 
to move from Prairie Avenue to a 
former bakery building on East On- 
tario Street. Later, it moved again to 
the former Chicago Historical Society 
building where it is now located. It 
changed its name to the School of De- 
sign and subsequently to the Institute 
of Design. 

While the Institute of Design’s early 
years were hectic, its educational pro- 
gram, based upon The Bauhaus tradi- 
tion, was sound and took root. Moholy- 
Nagy led the Institute until his death 
in 1946. He supplied, through the sus- 
tained power of his personal inspira- 
tion, what the school lacked in material 
facilities. 

Moholy’s last book, “Vision in Mo- 
tion,” is a virtual summation of his life’s 
work as an educator. It was completed 
not too long before his death. 

Shortly before his death, and for 
several years following, the school was 
given financial strength by a board of 
trustees formed by Walter Paepcke of 
Chicago, chairman of the Container 
Corporation. 

In December, 1949, the Institute of 
Design merged with and became a de- 

(continued on page 23) 
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Funny thing about the three-score folks at Feldkamp-Malloy 
They're as different from one another as people in 


the art business can be. Their backgrounds are different 



























So are their viewpoints. So are their techniques and approaches 
Yet they all have one thing in common. And that is a 
restless, relentless urge always to seek out the fresh slant 
Our designers have it. Our illustrators have it 
Fact is, everybody at Feldkamp-Malloy has it! 
" ~ In Chicago art circles they call it “the F-M slant.” 


Sa 


And the results are pretty exciting. (Or so a number of 
“blue chip" advertisers and their agencies tell us.) 
If you would like a demonstration of ‘the F-M slant," 


give us a call. Feldkamp-Malloy provides 


complete studio services for agencies and 


advertisers throughout the Midwest 


=O 


FELDKAMP-MALLOY, Inc. 


185 North Wabash Avenue, Chicago ], Illinois 
Telephone: ANdover 3-0633 
COMPLETE STUDIO SERVICES 
Advertising Art 
Displays 


Television Art 
Package Design 


Point of Sale 
Direct Mail 
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advertising typographers 


Pa A balanced organization with complete facilities 
° formachine (linotype and monotype) and hand composition, 
° letterpress and offset printing. Famous house organs, 
e produced in English and foreign languages, are set, printed, and 
e bound at R-T-K. Leading advertising agencies and advertisers 
. come to R-7T-K for distinguished ad composition. Award-winning 
e direct mail pieces, as wel/ as a large volume of competitive commercial 
Pi printing, are completely produced by this versatile organization. 


. For distinctive typography and printing, call ANdover 3-0722. 


* RUNKLE*THOMPSON:KOVATS:INC 


650 West Lake Street, Chicago 6 © ANdover 3-0O722 
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(continued from page 20) 


e-granting department of Illinois In- 
ute of Technology. This was a mo- 
ntous step: It gave the Institute of 
sign much-needed administrative help 
| the opportunity to offer accredited 
ilege degrees; it allowed Illinois Tech 
integrate industrial design into its 
eady-extensive program in science, 
hnology, and the liberal arts. 

Ihe merger also brought the Institute 
of Design and IIT’s Deparment of 
\rchitecture and City Planning into 
close collaboration. The two depart- 
ments now work together on related 
projects and benefit from a mutual ex- 
change of ideas and faciilties. 

The Institute of Design finds no bar- 
rier between the fine and applied arts. 
Useful objects and articles of every-day 
life can have beauty, but to achieve 
this, a close correlation between science, 
technology, and art is demanded. The 
artist is the necessary brother of the in- 
dustrialist and the engineer, and _ his 
task is to relate contemporary develop- 
ments in materials, tools, and methods 
with art in mass-produced goods. 

All Institute of Design students, be- 
fore beginning specialized work, are re- 
quired to take the school’s Foundation 
ceurse, which covers the first three 
semesters. Here all the elements which 
are the components of design are pre- 
sented. At each stage, science, technology, 
and art form an interlocking pattern. 

Throughout the Foundation course, 
the student works with tools, machines, 
and materials which interact with his 
theoretical knowledge and artistic sen- 
sibility and sensitivity. By working with 
clay, plastic, wood, paper, sheet metal, 
glass, he gains a thorough knowledge 
of the appearance, structure, texture 
and the limitations of each. Step by 
step, he discovers the possibilities of 
each. 

After his fundamental training which 
develops the student’s creative powers, 
he goes on to specialize in one of the 
fields of design. He may take his 
bachelor’s degree in product design, 
visual design, or photography and film. 
Product design offers two options: 
shelter design and equipment design. 
Graduate work leading to a master’s de- 
gree is available in all of these fields as 
well as in art education. 

The Institute of Design’s under- 
graduate and graduate programs are 
offered in both day and evening divi- 
sions of IIT. A person who cannot at- 
tend the Institute full-time may still 
work toward a degree through the 
evening program. 
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‘contemporary 


For the modern look, specify Venus 
Extended, a contemporary type of dignity, 
design, and elegance. Available in light, 
medium, bold, extra bold, and italics. 


= 
_ 


Bauer Alphabets, INC. 235 £. 45 st.,N.v.17, N.Y. 
Set in Venus Extended 
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Wise: 
| you've ever seen! 


Animals 


Children 











City Views 


Farming 


Florals 


Girls 





Historical 









Human Interest 
Landscapes 


Paintings 
(Religious and 
Non-Religious) 


Sports 






Clix 
MU. 76112 







19 WEST 44th STREET, NEW YORK, N. Y; 
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Believability Sells 


ADs and copywriters can make ads more sales-e ffective 
by making them look and read believably 


Editor’s Note: John L. McQuigg, Execu- 
tive Vice President of Lennen & Newell, 
Inc., told the University of Michigan Ad- 
vertising Conference recently what adver- 
tising believability is, what it means to 
sales, how to achieve it. The following 
article is based on his talk. 


“Don’t be ad-y”. All the typographical 
gimmicks, the reverse tint blocks, the 
screaming exclamation marks, the exag- 
gerated pictures—create an actual frame- 
work of unbelievability. For some prod- 
ucts, or for some peculiar situations, this 
type of treatment may well be indicated 
at certain times, but generally speaking 
you’re more believable and more con- 
vincing when you're in good taste, well 
mannered and reasonable. You've got to 
get attention of course . . . because it has 
been well said that you can’t save souls 
in an empty church. But you don’t have 
to put a steam whistle on the steeple. 

We all agree that advertising should be 
believable. We might argue that believ- 
ability should be just as natural and ex- 
pected as good grammar and good prod- 
uct information. Yet one of the major 
problems of good advertising is believ- 
ability. Why is this the case? What are 
the factors that account for the large per- 
centage of readers who do not believe 
advertising? What steps need to be taken 
to increase the proportion who will be- 
lieve what advertising says? 

Truth in advertising is important, high- 
ly desirable, and I’m just as much against 
sin as anyone. But I think it’s in capable 
hands under the watchful eyes of the 
Better Business Bureau, the Federal 
Trade Commission, and the American 
Association of Advertising Agencies. 

Untruthful advertising can do us a 
lot of harm. But actually the amount of 
such advertising—despite its great visi- 
bility—is extremely small. Even the Fed- 
eral Trade Commission’s fine-tooth comb 
raked out less than 3 percent of all ad- 
vertising to be studied . . . and a minute 
fraction of 1 percent of that had actual 
untrue statements. So I think adequate 
progress is being made in that direction, 
I think it’s in able and conscientious 
hands. 

What worries me is the scandalous pro- 
portion of advertising that is either en- 


tirely unbelievable, or in which part of 
the product story is unbelievable. No one 
has attempted to set a percentage on that. 
But you can bet it runs higher than the 
3 percent questioned by the FTC. If you 
believe some information, it totals a stag- 
gering 60 to 88 percent. 

I’m not concerned with this as a moral 
factor of truth. I am concerned with it 
because advertising that isn’t believed is 
downright ineffective. It doesn’t move 
merchandise. It doesn’t make an impact 
for the client who is paying the bill. This 
kind of advertising isn’t sinful . . . it’s 
plain silly. 

Most of you reading this are practi- 
tioners in the art of advertising. We all 
know it’s easy to be truthful in advertis- 
ing. We also know that the truth is not 
necessarily believable. And not neces- 
sarily exciting. It’s easy to write truthful 
advertising. It’s difficult to write adver- 
tising that is believable, and that is im- 
pelling enough to move products. 

Jim Adams, president of MacManus, 
John and Adams, and a man whom most 
of you know—can speak with consider- 
able authority. He’s the man who has 
been writing the fine Cadillac copy all 
these years, and there’s no question but 
that he’s been believed and that he’s 
moved high-priced merchandise. Over the 
years he has projected a picture of a fine 
product that has made it the standard of 
comparison in the automobile business. 
Jim Adams makes the serious point that 
more than 50 percent of all present ad- 
vertising would not sell anything to any- 
one even if every statement in it were 
accepted as gospel—were wholly credible 
and believable. Jim believes that half or 
more advertising misses the mark because 
it doesn’t say anything important in terms 
of a potential buyer’s wants or needs. 

From my viewpoint there is nothing in 
the whole subject of motivation research, 
knowledge of consumer’s wants and 


(continued on page 26) 
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ANNOUNCING 


li NEW 
~ ¥Guloah 


TWO TONE 
DRAWING BOARDS >/ 


f, 
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The NEW Mclntosh drawing boards offer you a 
unique way to prepare drawings containing two dif- 
ferent mechanically perfect shading tones . . . these 
tones are invisibly processed into the sheet and are in- 
stantly “developed out” with the brushing on of special 
McIntosh chemicals . . . The light tone is a black 
single line screen and thé darker a Sepia cross hatch 
line . . . Completed art although resembling a wash 
drawing still reproduces perfectly as straight line work. 
This of course, means a distinct saving in costs. 


F Write today on your letterhead for sample aati hit. 
instructions and ideas. Dealer inquiries welcomed. Dept. A.R. 


M. D. McINTOSH « COMPANY 


SOM CENTER and CHARDON * WILLOUGHBY, OHIO 
Phone Wickliffe 3-1594 
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THE LINE 
MOST IN DEMAND 
BY PROFESSIONALS 
AND AMATEURS 


BAINBRIDGE 


Famous 
for high quality 
since 1868 


















illustration boards 
drawing bristols 
mounting boards 
show card boards 
mat boards 


At all art suppliers 
in most popular sizes. 





CHARLES T. BAINBRIDGE'S SONS 
12-26 Cumberland Street * Brooklyn 5, N. Y. 

















The Art Courses of 


THE 
FAMOUS ARTISTS 


SCHOOLS 
* of Westport, Conn. 














are conducted by these great 


figures in contemporary art 


The Famous Artists Course 
in Advertising Art and Illustration 


Al Parker 
Fred Ludekens 
Jon Whitcomb 
Austin Briggs 
Peter Helck 
Albert Dorne 


Norman Rockwell 
Robert Fawcett 

Ben Stahl 

Stevan Dohanos 
Dong Kingman 
Harold Von Schmidt 


The Famous Artists Painting Course 
in Fine Arts Painting 


Ben Shahn Stuart Davis 
Doris Lee Will Barnet 
Arnold Blanch Fletcher Martin 
Syd Solomon Ernest Fiene 
Adolf Dehn Dong Kingman 


For complete information, write 
FAMOUS ARTISTS SCHOOLS, Westport, Conn. 
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FIVE YEARS OF 
ADVERTISING ART 
IN CLEVELAND 








Design for printing of excellence 
that “‘sells’’ . .. Unequalled production 
and merchandising experience . . . 
Call for Burton Cherry to discuss your 


needs . . . Undivided responsibility. 


SUperior 7-7910 


Burton Cherry & Associates 
740 Rush Street - Chicago 1], Illinois 
4, 
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ken saco 


185 Madison Ave., nyc * MU 5-5958 
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believability 


(continued from page 24) 

needs, or any set of rules and regulations 
that takes the place of creative ingenuity, 
creative skill, and basic salesmanship-in- 
print. The main point is still to get our 
advertisements seen, read, believed and 
acted upon. In this chain, the asset of 
believability is of great importance. Be- 
cause if we don’t have that factor we 
won’t get action at the cash register. 

The most concrete start I got on be- 
lievability in advertising I learned from 
my wife. 

She watched a refrigerator commercial 
on. Frigidaire. The announcer showed 
first the clutter in a regular box, just like 
the ones we all have at home. He showed 
how you spilled things reaching to the 
back of a shelf. How difficult it was to 
get at the things you wanted in a re- 
frigerator. Then by contrast he showed 
how all Frigidaire shelves rolled out, 
made the back of the shelf as accessible 
as the front. She watched this demonstra- 
tion with interest, and then made the key 
observation “that makes sense.” She could 
see it, it made sense, it answered a want 
on her part, it was interestingly and con- 
vincingly presented, therefore she be- 
lieved it. 

She watched a Scott tissue commercial. 
It showed the many messy disadvantages 
of tissues that were weak, that didn’t 
hold, that “blew through.” Then it 
showed an ordinary tissue disintegrate 
when held under a water tap, and by 
contrast a Scott tissue holding up under 
the same test. Again she said, “that makes 
sense.” Today we have nothing but Scott 
tissues in our house. 

She saw the filling of a Schaeffer Snor- 
kel pen . . . done in white gloves. The 
Hazel Bishop lipstick test with white 
gloves. They were good, they were dra- 
matic, they were convincing, above all 
they were believable. 

When we first saw ads on the new G.E. 
refrigerator with circular shelves it 
seemed pretty obvious that a rounded-off 
shelf couldn’t possibly hold as much food 
as a square shelf. Despite the claim that 
they held more food, it was an unbeliev- 
able statement. It just couldn’t be. But 
the more recent ads on G.E. refrigerators 
show a diagram of the round shelf, with 
last year’s rectangular shelf superim- 
posed, and based on that diagram it ob- 
viously is believable that the circular 
shelf holds 8 percent more food than the 
old rectangular shelf. With an inspired 
creative approach it now makes sense, 
it’s believable, therefore it’s interesting. 

Roy Whittier once made a very sage 
statement. He said, “There’s no such 
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nd Erik Nitsche is an artist whose work adheres to no school, 
of Y)) no period . . . and takes precedent to task! He seeks the 
ne essence of the problem with a directness that reaches the 

pb — very core . . . he emerges each time with a truly different, 

e- always valid solution that reflects the integrity of his 
m response . . . that reaches from the profound to the witty 

j _ in the inexhaustible, remark- 
al able variety of his ideas. Erik 
: Nitsche’s graphic statements 
d are heard the loudest because 
. < he whispers so well . . . his is 
° the art of understatement, of 
. — subtle omission . . . the specta- 
d tor is an integral part of his 
‘ Ox no hiding place down there: designs, filling in the gaps. 
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Delta’s “Jewel” 
Mr. Nitsche says of his 


subway Delta brushes: 

— “To achieve the variety of ef- 
fects necessary to his work, a designer 
employs many diverse tools. Basic 
among them is the brush. I use a red 
sable water color brush as an instrument 
of precision—it must be perfect in shape 
and point to give consistently fine per- 
formance. I find Delta’s ‘Jewels’ fulfill 
my needs in every way.” 


EAN le N; treba 





Delta’s “Jewel”—“Goid-Tip” Series 
Genuine selected red sable water color brushes. 


Size: 00000 12 3 4 5 6 7 8 § 0 HH 2 
Price ea.: .80 .80 .90 1.00 1.20 1.50 2.00 2.50 3.25 5.00 7.00 8.00 10.00 12.50 14.50 
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4 Write today for FREE booklet: The Red Sable Water Color Brush 
‘ in Illustration, Lettering and Retouching. 


brush mfg. corp. 
119 bleecker st. 
new york 12, n. y. 
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.exceptional realism in illustration 
one of the many personalized services 


from layout to art available through 


ROY GERMANOTTIA INC. 


PHONE: ELDORADO 5-7155-6-7 





cleans itself, is non-clogging 
sprays super fine mist 
no dripping or leaking 


for a full smooth spray... 
MERRY MISTER FIXATIF SPRAYER 
seals airtight 


with a NEW auromanic NOZZLE ** 
Pcie will not dry out 


/ 
| uc Act 
wyDRa¥ we CAPACITY 
e. 
= Precision made to give you years of money 
saving and efficient fixatif spraying service. 


CUT AND MAIL THIS ORDER COUPON TODAY! Ideal for the artist, it cannot clog, leak or 

elena eel eel ele celle dry out. Will in liaui ini 

r tae ax co. feo wit GigenA Voly grvumeed © 
176 N. Wabash Ave., Chicago 1, III. a elu 


Low price. $495 












Please send___._____sprayer(s), for which | have 
| enclosed $_ —___., Postage Paid. to: 
| nome___ —— 7 
oddress__ a ons 
| city___ ————— 176 N. WABASH AVE. CHICAGO? ILL. 





PHOTO REPORTAGE 
any event * storywise VIP's 
JACK CALDERWOOD 


417 E. 61 « NYC 21 « TE 8-8429 
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irving berlin 


inc 
ARTISTS’ & DRAWING MATERIALS 
719 Eighth Avenue * New York 19, N.Y 
CIRCLE 6-6350 
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thing as a dull product, only dull writers.” 
Believe me that is a profound observa- 
tian. 


Visual-Voice Conflict 


I was watching television not too long 
ago and an extremely well-done auto- 
mobile commercial was used. The feature 
being emphasized was power steering. 
The demonstration was potentially good. 
It showed a car going down a deeply 
rutted road, with the power steering safe- 
ly, surely, and easily pulling the car in 
and out of these ruts. But the voice over 
was a complete flop because it spoiled 
the believability of the basic story. Ob- 
viously in these ruts the car was bouncing 
up and down, but the announcer blithe- 
ly said, “Look at the car going in and 
out of those ruts as if they weren’t even 
there.” You knew damn well they were 
there, and that the driver was going to 
wind up with a backache as a result of 
the jouncing. The commercial would 
have been completely effective, and be- 
lievable, if the announcer had changed 
his words just a little. If he’d said, “Look 
at those bumps. Look how that car is 
bouncing. You know that’s a tough test. 
vet see how our power steering pulls the 
car in and out. Imagine how wonderful 
and safe and secure this would be on 
ordinary roads, parking, in the evervday 
driving of your automobile.” 


Believability vs. Truth 


Ads can be completely true legally, but 
not believable. On the other hand state- 
ments can be untrue, and be believed 
because the reader wants to believe them. 
A true psychological definition of the 
whole mental mechanism of belief would 
be too lone here. The net of it is that 
people believe things in line with their 
own human wants and destres. Believ- 
abilitv is more conviction, more accept- 
ance, than it is truth. Believability can be 
influenced mightily by the skill with 
which the story is presented. The reader 
must grasp it. feel it, and want it. The 
more vou fit vour product into his own 
scheme of expertence the more believable 
it is. 

Customers’ beliefs are based on feel- 
ings and emotions rather than on reason. 

Customers believe what comes from 
an authorative source. and their beliefs 
are influenced and reinforced bv the com- 
mon beliefs of others. Initially this point- 
ed to effectiveness of testimonials. but 
today some studies show that up to 80 


(continued on page 30) 
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Whether he’s a highly skilled craftsman or 
a trustworthy messenger boy, if he’s one 
of the Bundscho Bunch, he’s working 
for just one thing— excellent typography. 
So upon every man, no matter the job, 
as well as upon our thoroughly equipped 
shop, we of Bundscho’s have come fo rest 


this legend: Here Type Can Serve You/ 





J. M. Bundscho, Inc., 180 N. Wabash Avenue, Chicago 
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112 E. CHESTNUT ST. CHICAGO 11 MO 4-0330 


books for 


that helps to sell tickets for 
Encyclopedia Britannica, build- 
ing material for the Masonite 
Corporation, Scotch Tape for 
Minnesota Mining and Manu- 
facturing, and seats for the 
Great Northern Railway. These 
and other blue chip companies 
rely on our personal service 
and intelligent approach to their 
collateral advertising. 


RSVP ...and find what we have 
Northwest Airlines, 
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percent of readers disbelieve testimonials 
either because they are overused, have 
been poorly used, or use the wrong peo- 
ple. A reasonable testimonial, given by 
an authority who knows the subject, still 
ranks extremely high in basic believabil- 
ity. 

But mark the word “reasonable.” In 
my mind there’s more than reason to be- 
lievability—the most important factor is 
reasonableness .. . and I’m sure you get 
the fine line of distinction. 

Photographs are believable . . . or at 
least “realism” in pictorial presentation 
is believable. It can’t be far-fetched, it 
shouldn’t be out of character with the 
medium, it should be keyed to the ex- 
perience of the potential reader. Pierre 
Martineau’s depth studies for the Chicago 
Tribune have proved that people can be 
nudged only gradually the way you want 
to go, and that presenting a product 
within the reasonable realm of the read- 
er’s experience will help move him in the 
direction you desire. 

Retail copy does not suffer from lack 
of believability to anywhere near the ex- 
tent that general national advertising 
suffers. Of course, this is based partly on 
the local reputation of the store involved, 
and the shopping habits of the local mar- 
ket. But also take a close look at good 
retail advertising. It doesn’t exaggerate, 
it gives news of the product, including 
pictures, specifications and prices. It’s 
usually low-pressure. We all can learn a 
lot from good sharp retail advertisers. 

Restraint can be one of the great fac- 
tors contributing to believability. Those 
of you in the audience who come from 
Detroit are all familiar with the Jerry 
MacCarthy Chevrolet slogan, “Nearly 
everybody likes Jerry MacCarthy service.” 
I hold no brief for this slogan except that 
the Jerry MacCarthy Company is prob- 
ably the best known automobile dealer in 
Detroit, is certainly one of the most profit- 
able, and has one of the highest records 
of all dealers in its absorption of overhead 
by service volume. I think the naive re- 
straint of “nearly everybody” makes it 
a memorable approach, a believable ap- 
proach, and the facts show it to be an 
effective business-builder. 

I don’t know how many of you have 
read the book, “The Art of Plain Talk” 
by Rudolf Flesch. I don’t go along with 
all of Flesch’s ideas on prefixes, suffixes, 
syllables, word-counts, etc. But you can’t 
read this book without being inspired 
that the plainer the talk the more under- 
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PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base E-2 FRISKET 

Given up on prepared frisket products? 
Here’s one that really 
works! New E-Z Frisket is 
made with a rubber base 
adhesive that adheres to 
photographs or drawings 
and comes off clean. Use 
it on retouched areas 
without worry — leave it 
on for long periods with- 
out injuring your copy. It 
comes to.you ready for 
use—the adhesive is al- 
ready on the back. Only 
genuine E-Z Frisket has 
the rubber base adhesive 
especially formulated for 
retouching. Still skeptical? 
— write for free sample. 
No. 133—24” x 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 













FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


ARTHUR BROWN & BRO 


2 WEST 46th STREET NEW YORK 


























ARTIST 
SUPPLIES 


for STUDIO NEEDS 








KARTOTHELLO 
PASTEL 
PENCILS 


An Import 


SPECIAL Available 


in quantities 
of 6, 12 & 24 
in a set 


All deliveries 
promptly made 
in our own trucks 


Represented by Mr. E. Lawrence 


EAGLE 
ARTIST SUPPLIES 
327 WEST 42 ST-N. Y.C. 
Cl 6-6181 
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guith to stick and permanent / 





use HIGGINS VEGETABLE GLUE 
when you want things to stick FOR KEEPS! 











LAMP SHaDEs : 
Here’s the perfect, extra-strong adhesive for 


sticking paper or cloth to paper, wood, leather, 
glass or metal. Fine for binding books and port- 


® 
Quis anp sure Fo (47° 


Higgins Vegetable Glue is clean, 
smooth, sweet-smelling . . . extremely 
easy to use. Artists and craftsmen are 
constantly finding new uses for this 
stronger adhesive that stick things to- 
gether “for keeps”! 


AT ART SUPPLY STORES EVERYWHERE 





By the makers 
of the famous 
Higgins American 
Drawing Inks 





| 7 2SN : 
<reenc . folios, making lampshades, scale models of sets, 
vier : stretching drawing paper, etc. 
Ideal for Studio, School, Home Use 











Paes poe STOCK » cath ANIMALS 


WATER COLOR 
*& design 
*% fashion 


* poster 
% air brush 












“fashion-wise” 
colors 


new formula 
makes the colors 
dry flat, smooth 

and streakless. 


Made especially for 
DESIGNERS 
FASHION ARTISTS 
POSTER ARTISTS 
AIR BRUSH ARTISTS 
¥ Write for Free Color Chart 






35¢ 


EACH 


at your artists’ 
material dealer 


Photo-library « 
| GRUMBACHER—— 19 East 57 Street N.Y.2 PL_3-3112 


INC, 
482 WEST 34th ST., NEW YORK 1, N. Y. 
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Quick Layout Set 


® Top quality opaque water colors 
® Brilliant © Mat @ Permanent ¢ Smooth 
® Perfect medium for Commercial Art 


Keep a set — open — on your tabouret! 


Your regular dealer has it. 


Ask about other fine Talens’ products. 










Associated is - and so are 
the art directors who use our 
dependable studio service 





Ww 


CO 6-7560 


296 Boylston Street, 


oston, Mass 





——= _ DYE TRANSFER ==; 
Color Prints 


PROFESSIONAL QUALITY AT SENSIBLE PRICES 


PHOTOSTATS 


on ACETATE 





From Merchandise * Transparencies 
Art Work 
SMALL & LARGE QUANTITIES 


MADE IN OUR OWN LABORATORIES 


Complete Color, Black & White Services 


CORONA COLOR STUDIOS 
Alfred Losch, Photographer 
37 West 47th St., N. Y. C. 37, PL 7-1661 


WHITE 


On 
tact ox ) Clear Acbheate 


Another NEW addition to the 
many services offered by 


ADMASTER PRINTS, inc 


AVENUE, N. Y 









STATS PHOTOPRINTS SLIDES 

















32 





believability 


(continued from page 30) 


standable it is, and the more believable 
it is. One of the most difficult things in 
advertising is to gain consumer under- 
standing of what your product is, how 
it will benefit them, and why they should 
buy it. This matter of understanding cer- 
tainly is helped by the skillful use of 
plain talk. I feel sure that any worker in 
the field of communication of ideas will 
get a real thrill from reading this book. 
You'll get a new belief in simplicity, in 
short sentences, in personal references, 
in plain words. You'll get a new under- 
standing of the difference between what 
the Chinese call “full words” that mean 
something, and those that are just gram- 
mar gimmicks they call “empty words.” 
Obviously the more “full” words that are 
used in the most understandable gra- 
matic construction the better chance of 
gaining believability. 

The boys down at Gallup-Robinson 
have another good guidepost. They say 
“what do you offer the reader in return 
for his time and attention?” That’s im- 
portant, because to reward the reader we 
must offer news, a service, information, a 
promise of consumer benefit—all geared 
to the consumer’s needs, wants and de- 
sires. 

Another good guidepost. Read your 
copy aloud, as though you were talking 
to a friend. Do you feel kind of silly when 
you read it? Are you ashamed to make 
some of the claims you make? Is it full 
of weasel words, or weasel ideas? Take a 
new look at it. Don’t be “gutless” of 
course, there’s adequate news in any prod- 
uct to appeal to customers, or it couldn’t 
very well be in existence. We have a 
philosophy in my own agency that I think 
helps immeasurably. We say, “a gifted 
product is mightier than a gifted pen.” 

I think one of the most important 
guideposts, and certainly it comes square- 
ly back to creative ingenuity, is that 
you'll gain conviction if you'll avoid the 
stereotypes of the business. That’s one of 
the problems we all have. Maybe it’s not 
our fault entirely, maybe our clients have 
something to do with it. But it’s awfully 
easy to come up with refrigerator ads that 
show a big white enameled box, door 
open, food inside, happy smiling family 
grouped around, all under a headline 
that says, “at last a perfect refrigerator 
for you.” In g cases out of 10 I defy you 
to cover the logotype at the bottom of 
the page and tell what make is being ad- 
vertised. The refrigerator business is not 
alone in this, as you all know. Such stere- 
otypes, even the true ones, should be 
avoided with all the strength and cre- 
ative ingenuity you possess. . 
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STEVENS GROSS STUDIOS 


620 N. MICHIGAN AVE. * CHICAGO * SU-7-0914 


illustration 

color photography 
direct mail 

layout + design 
retouching 
production 
cartoons + design 
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To Eintling at Direcor 


Talent is the common denominator of all art studios. Intelligent direction of 
talent is a rarer ingredient, but it is essential to your satisfaction, for without 
it no studio can be dependable. 


This well-established, ably-staffed studio has earned an enviable reputa- 
tion for complete reliability. 


If the services of your present studios leave anything to be desired, we 
believe that you will find our standards exactly to your liking. 


Tosca Studios, 41 E. 42nd St., N. Y. 17, MU 7-2172 


Coll Tosca Fon Fast; Fine, Cewice / 








UseYfour head 
-.. save your hair! 


Get that a.m. job correctly done the first time... 
let Baumwell specify your type and fit your copy 
... with the same care that went into the setting 
of the 8th and 9th Production Yearbooks. And you 
won't be scalped either! 
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BEST Liquid Frisket in the WORLD 





is LUMA FRISKO 


Works like a dream on all artists’ papers 
— with brush, airbrush, pen. 


For two-ounce jar, mail one dollar to 
STEIG PRODUCTS, Lakewood, N. J. 


— or see your dealer. 


GUARANTEE: If not fully satisfied, 


write — you'll get refund at once. 











are you 
drawing “bored?” \ owe to Craftint 





FOR 25 YEARS 


THE IMPORTANT START You'll also find these other Craftint products the best stort toward good art: 


beomecteolelo me ¥ as Art Papers and Pads +» “66” Drawing Inks » Show Card Colors + Artists’ Brushes 
“Kleen-Stik” Rubber Cement - Acetate Sheets and Rolls » “Spray-Art” Fixative 
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art materials...for 





easier, faster, 
better art! 





For unbelievable savings 
in time and money, try these 
exclusive Craftint shading 

! >. mediums as short cuts 
better art... Singletone and 
Doubletone, the drawing boards with the invisible 

built-in shading screens . . . Craf-Tone, the 
adhesive-backed all-embracing shading medium 
.. . Craf-Type, the jiffy adhesive-backed 


alphabets . . . Craft-Color, the adhesive-backed 
quick color system available in 19 beautiful shades. 












Craftint 


f THE CRAFTINT MANUFACTURING CO. + 1615 COLLAMER AVE. + CLEVELAND 10, OHIO 
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MIKE MAGINE, illustrator, dramatically 
underscores the beauty and utility 
of the product...lends it that 
special something which makes the 
viewer stop and look. His product 
illustrations, interiors, and still lifes 
(particularly his marvelous 
renderings of food) always do a 
successful selling job. One of 
America’s top illustrators, Magine 
is associated with KLING STUDIOS 
in Chicago—another top 


illustrator on our staff. 


chicago—601 N. Fairbanks Ct. « Delaware 7-0400 


Save half on soap and hot water automatically! 
WHIRLPOOL with exclusive SUDS-MISER™ 
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Milwaukee artists elect 


The Illustrators and Designers of Mil- 
waukee, Inc., recently chartered by the 
State of Wisconsin, have elected the fol- 
lowing officers: J. Eaton Gruettner, free 
lance artist, president; Tom Rost, Sla- 
ter-Rost Studios, vice president; Robert 
Schulenberg, Wetzel Brothers, secretary; 
Richard Stone, Slater-Rost Studios, 
treasurer. 


Seattle seeks Civic Center 


Bob Matthiesen is the special repre- 
sentative from the Seattle Art Directors 
Club to the Art Steering Committee of 
the City of Seattle. For the first time 
in the city’s history local cultural 
groups are endeavoring to influence the 
city government to take an official view 
of things artistic. Their aim is to es- 
tablish a Civic Center. 


5 years of ad art 
in Cleveland 


Published by the Art Directors Club of 
Cleveland, $5.00. Cloth bound. This is 
Cleveland’s anniversary annual. It con- 
tains a capsule review of four past 
shows and gives a complete picture of 
the 1953 show with award winners, 
speakers, jury members. Over 200 pages 
with some 330 reproductions. Introduc- 
tion is by Walter Paepke, Container 
Corp. 


art director 


/ 





Chicago AD’s help edit 
biggest ADSN issue 


This Chicago special issue of Art 
Director & Studio News presents a 
visual record of Chicago art and 
design for the past year. The record 
of the show, case history stories of 
campaigns and packages produced 
in Chicago, and the work of several 
upcoming artists present a picture 
of what is being done and who’s 
doing it. Joseph Barcanic, Tatham 
Laird AD, and designer Burton 
Cherry acted as local editors for 
this issue which has 116 pages, the 
biggest ever for AD&SN. 











Phila. show on 


goth Annual Exhibit of Advertising and 
Editorial Art may be seen at the Penn- 
sylvania Academy of Fine Arts until No- 
vember 28. 374 of some 2,000 submitted 
pieces were selected to be exhibited. 

Judging took place October 1. Off- 
ciating were Morris Rosenblum, Macy’s 
New York; Alexi Brodovitch, Harpers’ 
Bazaar; Rolin C. Smith, Hewitt, Ogilvy, 
Benson & Mather; William Miller, Gen- 
eral Outdoor Advertising; Norman 
Vickery, Illustrator. 
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John Breunig, President 
Art Directors Club of Chicago 
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Baltimore: Howard Scott, poster artist, 
spoke at the September meeting. 
Chicago: Burr Tillstrom and Beulah 
Zachary were special guests at the Sep- 
tember luncheon. 

San Francisco: Oct. 1 was Aspen night. 
Records, motion pictures and a report 
by the members who were there. 
Seattle: August speaker was Dick Hynes, 
general manager of Metropolitan Press. 
He spoke on “Make-ready begins in the 
Art Department”. 

Washington: Wallace Elton, NSAD presi- 
dent, presented an explanation of the 
art problems involved in a Ford Motor 
Car Co. ad. He used slides to illustrate 
the talk. 


Schaedler starts class 
at Walle Studios 


Emil A. Schaedler, letterer, has set up a 
class in lettering at Walle Studios, 134 E. 
44th St., N.Y.C. Class is Thursday even- 
ings, 6:45-10:15. Mr. Schaedler was an in- 
structor at the Workshop School for 
about five years. 





Briarbrook ad _ de- 
parts from the usual 
poses seen in fashion advertising. The 
pose of the model is natural and this 
effect is heightened by inclusion of the 
dog and the ice cream. Suit is grey, 
background is subdued grey-brown. AD 
Lee Batlin of Altman Stoller (New 
York) and Bill Helburn, photographer, 
produced the ad. 


Subtle fashion 
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Three of a kind 


CAMPER CWALD COMPANT 


C-E advertises art dept. AD Al Scott, 

associate AD 
Don Hume and artist Georges Michel— 
all of Campbell-Ewald, Detroit—are the 
subject of a recent institutional ad that 
appeared in New Yorker, Fortune and 
D.A.C. News. This is the first of at 
least nine similar ads which will attempt 
to interpret the agency in terms of its 
people. Other ads will touch on various 
departments, not including executive 
and administrative. Technique will be 
photographic and copy will maintain 
the conversational tone of this ad. 


Removes film scratches, 
cleans while printing 


Problems of scratches, dust, fingerprints 
on 35mm film have been eliminated or 
minimized by a new product, Refracta- 
cil. It is a silicone liquid made by the 
General Electric Co. and developed by 
Simmons Brothers, New York. 

An enlarger negative carrier has been 
devised to hold the film in a bath of 
Refractacil while the print is being 
made. This bath serves to wash away 
most of the dust and dissolve finger- 
prints on the negative. It operates on the 
principle that most scratches are in the 
film base or the gelatin layer on the 
emulsion side and that these “valleys” 
act as prisms to scatter light from the 
enlarger lamp. By filling in these val- 
leys during printing, scratches are often 
eliminated. Those which penetrate to 
the silver image cannot be remedied by 
this process. 

Refractacil, because its optical proper- 
ties closely resemble that of film, is said 
to have no detrimental effects on print 
contrast, image, quality nor sharpness. 
It does not have a permanent corrective 
effect, but the bath may be used again 
whenever further prints are to be made. 





Print control service 
offered at Ansco 


Ansco has announced the second in its 
“packaged” quality control services for 
photo finishers. The new Print Control 
Service provides processing controls, 
means of adjusting printer exposure and 
materials for testing efficiency of all steps 
of the printing operation. 

The service also includes a Finisher 
Service Manual which contains all ne- 
cessary information on the various test 
operations, how to use the materials sup- 
plied and sample forms to aid the fin- 
isher in setting up his own systems of 
testing and recording processing and 
printing operations. 

Ansco supplies a printer box, constant 
voltage transformer, a year’s supply of 
control papers and chemicals. 

This service, as well as their Nega- 
tive Control Service, is obtained for $48 
per year through the Professional Sales 
Department, Ansco, Binghamton, N. Y. 


Samerjan redesigns Iron Age 


As of August 5, Iron Age weekly has 
had its face lifted. George Samerjan was 
called in to revamp the layout by changes 
in typography, positioning and addi- 
tions of tabs for each department. Mr. 
Samerjan is continuing to work with 
Iron Age AD, Carl Cerminaro, to make 
additional improvements. 
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AD Hartung Marlowe Hartung, now 
named v.p. with the Mackay Com- 

pany, will be vice presi- 
dent of a new Seattle Advertising agency 
to be formed January 1, 1955. The new 
firm will be Miller, Mackay, Hoeck & 
Hartung, resulting from the merger of 
Miller & Co. and the Wallace Mackay 
Company. 




































ist-drying silk screen 
ocess developed 


new experimental screen process print 
yer has been developed by Eastman 
.odak Company. It permits stacking 
een prints within five seconds of print- 
g. Process promises to remove a major 
vottleneck to high-speed and long-run 
ork. 
Freshly printed prints are carried on a 
ynveyor belt beneath a perforated plate 
through which hot air is forced. It speeds 
drying by application of heat and by re- 
placing “solvent laden” air at print sur- 
face with air of low solvent content. Unit 
takes wet prints from press, passes them 
through the dryer, deposits them in a 
stack. Can be adapted to machine or 
hand operations. Machine is not yet on 
sale. 


Stresses studio value 
to Chicago advertisers 


The recognized art studio is as vital to 
the success of advertisers and ad agencies 
as the helicopter is to modern transpor- 
tation. That is the theme of new booklet 
produced by the Association of Art 
Studios in Chicago. 

The booklet is titled, “Your Horse, 
Sir .. . and Your Helicopter”, is being 
distributed among 5000 top executives 
of ad agencies and industrial firms 
throughout the midwest. It tells how the 
studio lightens the agency load, supplies 
diversified talents and develops new 
methods to fit new media and processes. 
The Association of Art Studios in Chi- 
cago was founded ten years ago and lists 
twenty of the city’s larger studios as its 
members. 


“This Week” urges 
ad continuity 


“This Week Magazine” has issued a go- 
page brochure on continuity in advertis- 
ing. The presentation notes that in daily 
newspapers, national advertisers aver- 
aged only seven insertions a year. Data 
from Media Records reveals that con- 
tinuity is followed in radio and TV, but 
to a far lesser degree in print media. 
According to “This Week”, it is fre- 
quent repetition that brings results and 
causes the name to be firmly established 
in the consumer’s mind. 
The presentation cites several reasons 
for advertisers’ neglect of continuous 
and frequent advertising in print media: 
lack of management planning and ap- 
propriations, a reluctance to alter long 
established practices and a desire for 
wider coverage by using many media, 
rather than continuity, with adequate 
planning, through a smaller area. 
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they'll go mad over you when they 


Impact, contrast 


bach (New York) designed the spread. 


MAX Factor’s¢ 


ie 


Except for the word “See” on the left page of this spread, 
the whole page is completely red. This was done with a 
b&w photo and a red acetate overlay, engraved in fourcolor process. In sharp, 
dramatic contrast, the right page background is black. Only the lips of the woman, 
the lipstick and the word “Red” are red. Another marked contrast is the attitude 
of the people in Bill Helburns photographs: the two antagonistic men “seeing 
red” and the sophisticated, enigmatic woman. AD Bob Gage of Doyle-Dane-Bern- 





LABEL LOLS PICTURES. 


Client features 


Rubicam, New York. 





A three-page spread in Life featured the work of Irving Penn, 
photographers Cecil Beaton, Ruzzie Green, Coffin and Horst in a full-color 
review of the “Modess . . . because” campaign. Showing its pride 
in the photographers, Modess has presented their photographs for 12 former ads of 
the campaign, with captions giving credits and telling which won Art Directors Club 
awards. The third page consists of Irving Penn’s full-color photo for a recent Modess 
ad. The whole effect is very powerful with dramatic high-fashion appeal. 
Art director for the Personal Products Co. is Ronald Johnstone of Young & 





Kling opens new film center 


Kling Studios new block long film pro- 
duction center at 1058 W. Washington 
Blvd., Chicago, opened several weeks 
ago. It houses 44,000 square feet of 
motion picture and television facilities. 








SI show Nov. 8-12 


That big show produced by the Society 
of Illustrators opens November 8 and g 
for members, has non-member showings 
November 10, 11, 12. It’s at the SI club- 
house auditorium, 128 E. 63rd St., NYC. 
Proceeds go to charity. 
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NOMOTTA YARNS 


100 best type jobs 
to be analyzed 


Highlight of the 1955 lecture series of 
the Type Directors Club will be the 
selection and critical study of 100 out- 
standing examples of typography chosen 
from the past two years. All printed 
media and TV will be considered. Com- 
mittee selecting the pieces is headed by 
designer Hal Zamboni. Entries sub- 
mitted for consideration should be sent 
to him at 211 Madison Avenue, New 
York 16, N. Y. before December 20. Em- 
phasis in the selection will be on the 
typography of the ad, package, poster, 
etc. Certificates will be awarded the de- 
signer or type director for each piece 
chosen. At the final session of the lecture 
series, April 10, 1955, the winning pieces 


will be shown and analyzed. 
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Nomotta cam- 
paign continues 


ground and sweaters and pink yarn. 
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: Because a 
little piece of your- 
self goes into every- 
thing you knit!” has been the campaign 
theme of Nomotta Yarns for over a year. 
Norton Sobo of Ehrlich & Neuwirth, 
who conceived the ads, says the cam- 
paign will continue in the same vein. 
Saul Ehrlich art directs the series and 
Henry Haberman does the photography. 
This ad used soft brown in the back- 


AD convention in ‘56 


William McK. Spierer, chairman of the 
National Art Directors Convention com- 
mittee has named Arthur Hawkins and 
Alfred B. Stenzel co-chairman. Mr. 
Hawkins will be in charge of out-of- 
town contacts and Mr. Stenzel will take 
care of local problems. The convention 
is scheduled for the Spring of 1956. 
Mr. McK. Spierer explains this will 
allow time to develop a solid program 
of national interest and importance 
and will facilitate coordinating dates 
with other art director events, such as 
the annual meeting of the NSAD, the 
New York show, NSAD award, and 
Model-of-the-Year awards. 


Photographers, finishers need not 
be licensed 


In Montana’s bitterly contested licens- 
ing act for photographers, the state Su- 
preme Court ruled the act unconstitu- 
tional. In 1947 a law was passed in Mon- 
tana which required all commercial pho- 
tographers and photofinishers to under- 
go examination and to pay annual li- 
cense fees. The act was to help protect 
the public from high-pressure selling 
practices of itinerant lensmen with out- 
of-state headquarters. 

Judge Forrest Anderson said, “It is 
obvious all businesses have persons of 
deceptive traits, yet the general laws 
appear adequate in connection with 
their inappropriate actions.” 


‘55 Rochester photo 
exhibit announced 


igth Rochester International Salon of 
Photography announces that its closing 
date for entries in its 1955 contest is 
February 4, 1955. There are five classi- 
fications: pictorial prints, monochrome 
and color; nature prints, monochrome 
and color; pictorial color slides, 2 x 2, 
mounted; nature color slides, 2 x 2, 
mounted; stereo color slides, 154 x 4, 
mounted for projection. Exhibition dates 
are March 4-7. 

15 bronze medals will go to the best 
photographs in the five sections. Two 
silver Photographic Society of America 
Color Division medals will also be 
awarded. 

An additional feature this year is that 
entries will be exhibited also in the 
Cincinnati International Salon of Pho- 
tography. 

Fee is $1.00 per section. Data and 
entry forms made be obtained from 
Robert H. Kleinschmidt, Exhibits Di- 
rector, 41 Parkside Crescent, Rochester 
ng, N.Y. 


U. S. represented at 
Venice film festival 


A good portion of the 200 entries in the 
International Advertising Film Festival 
were from the United States. The fes- 
tival, held in Venice September 25-28, 
was the first of its kind and was organ- 
ized by International Screen Advertis- 
ing Services. ISAS was formed last 
October and consists of advertising film 
contractors in 20 countries. 

For this event the films must have 
been produced between Jan. 1, 1953 and 
the date of entry and only films de- 
signed for showing at movie houses were 
permitted. There were four classes: car- 
toons; puppets, marionettes or models; 
live action, and film series produced for 
a single advertiser. 

Alexander Film Co., Colorado Springs, 
is the American member of ISAS. 


AAAA meets scheduled 


American Association of Advertising 
Agencies Central Region Convention 
will be held on October 14-15 at Hotel 
Drake, Chicago. 

The Eastern Annual Conference is 
scheduled for November 22-24, Roose- 
velt Hotel, New York. 

Dates for the East Central Region 
Convention have not yet been an- 
nounced, but will be held later this 
month in Detroit. 


ARF lists social scientists 


Directory of Social Scientists Interested 
in Motivation Research is available from 
Advertising Research Foundation, 11 W. 
42 St., New York. The directory lists 
information about 157 psychologists, so- 
ciologists and cultural anthropologists 
who consider themselves qualified to act 
as consultants on consumer studies for 
advertisers. 


Uncle Pete, the frame builder 


Uncle Sam doesn’t give “Uncle Pete” 
much social security, so the ADCC has 
sent out an S.O.S. to take advantage of 
his retired abilities as a carpenter. 

He’s going to help artists by building 
frames for posters. He’s making them 
to hold 8 x 18 sketches, allowing extra 
room for blanking space. The fellows 
at OAI gave him some blueprints so 
everything would be on scale. The 
frames are 14 x 25 overall, painted 
green. He sells them for $15, and will 
mail them anywhere. The ADCC sug- 
gests you send your order to Uncle 
Pete, 2914 North Geneva Street, Ra- 
cine, Wisc. 
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C means Chem- 
strand in this 
new series ADed 
by Gene Federico of Doyle-Dane-Bern- 
bach (New York). It is similar to the A- 
for-Acrilan ads of the same company, 
but was not done expressly for this 
purpose. Bill .Helburn was photogra- 
! pher. 


New identification 
symbol 


New York’s 33rd Annual 
is an exciting book 


A thing of beauty—an example of 
imaginative and experimental art direc- 
tion at its best—the ggrd Annual of 
Advertising and Editorial Art is more 
than a record of the New York club's 
33rd exhibition. It is a source of in- 
spiration to the eye and to the mind. 
Editor and designer Bradbury Thomp- 
son has used as a copy and visual theme 
the internationalism of art and design. 
To be published in December, in ample 
time to serve as a memorable Christmas 
gift, the 33rd illustrates 1:00 more en- 
tries than previous editions, features the 
following exciting innovations: 


MATHEMATICAL EMPHASIS: Medal winning 
pieces are given a full page apiece; other 
pieces are generally given a quarter-page 
apiece, material is grouped by categories. 


WHITE FRAMING: Bleed illustrations have 
- been avoided, so no illustrations will be 
cropped due to bleeding and to provide 
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all with a white frame enabling the 
reader to better focus his attention on 
the illustrations rather than on the de- 
sign of the book. 


INDEX CAPTIONS: Captions appear on 
lower left corner of each spread, are 
prominently keyed to pictures on the 
spread. This keeps caption from com- 
peting with illustration, permits reader 
to thumb page corners to quickly find 
section or picture. 


ALL LOWER-CASE TYPOGRAPHY: Bold lower- 
case letters replace caps throughout. Ex- 
planation of why this was done is given 
by designer Thompson. 


INSPIRING QUOTATIONS: Throughout the 
book are comments on art and design 
made by writers and artists of numerous 
countries and eras. 


HANDMADE PAPER: Sectional division pages 
are on different kinds of imported hand- 
made paper, adding beauty and visual 
interest to the book as well as helping to 
carry out the international theme. 


CURRENT EUROPEAN ART: An international 
section shows outstanding examples of 
work done in England, France, Germany, 
Italy, Switzerland and Sweden. Each sec- 
tion has a succinct commentary on what 
has been accomplished in the past year 
in advertising art and design. Contribu- 
tors to this section are Charles Rosner, 
Paulo Garretto, Walter Herdeg, Jean 
Carlu, Anders Beckman, and Dr. Eber- 
hard Holscher. 


FOREIGN LANGUAGES: Much of the copy is 
printed in four languages, to increase 
the utility of the book to European 
readers. 

There are countless other design and 
editorial touches that Mr. Thompson has 
put into this book, little touches that 
make it perhaps the most exciting book 
ever published in its field. 

The book has more than 600 illustra- 
tions including many in color. There are 
423 illustrations of the New York show 
alone. The club committee that worked 
with publisher Farrar, Straus & Young to 
produce the annual was headed by 
Julian Archer, Fuller & Smith & Ross 
Inc. Robert McCallum was Business 
Manager and Frederick H. Roberts, 
Shell Oil Co., was Editorial Associate. 

Price of the book is $12.50. Copies 
may be ordered through this magazine. 
See the Bookshelf page in this issue. 


AD Rocker to consultant 
at Pahmer & Littman 


Harry Rocker, formerly vice president 
and art director of H. B. Humphrey 
Alley & Richards, Inc., has joined Pah- 



































































mer & Littman as consultant art direc- 
tor on new business. 

Mr. Rocker will aid manufacturers 
and companies in planning their sales 
promotion, merchandising, direct mail 
and point-of-sales material. 

He is a member of the Art Directors 
Club of New York and the National 
Society of Art Directors. 


SI conducts class 
for young students 


The Society of Illustrators is conducting 
Saturday morning classes for high school | 
art students. In conjunction with the 

Board of Education SI screened students 

from schools in all five boroughs of New 

York and selected g2 for the free course. 

Classes started October 16, end January 

8. Two members will guide each session 

from 10:30—12:30. 


most products are packaged ...and most important packagers rea 


MODERN PACKAGING 


This is the first of 
a series of six ads 
for Modern Pack- 
aging magazine. 
The ads, under the art direction of Jack 
Seiden, Designers 3, will show various 
packaging products, such as cans, tubes, 
plastic, squeeze bottles, etc. The situa- 
tion is built around the product, throw- 
ing other portions of the ad out of fo- 
cus. Media Promotions Organizations 
(New York) is the agency. John Reed 
handled the photography. Ad was in 
black and white. 


High key photog- 
raphy focuses on 
package 
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Story-book Six posters have been 
style posters illustrated by Jo Spier, 

Dutch cartoonist, for 
Dannon Yogurt. The colorful posters, 
\Ded by Benjamin Blake, will appear 
in groceries and supermarkets in the 
New York Metropolitan area. Each post- 
er is divided into four pictorial impres- 
sions illustrating the uses of the product 
or describing, in cartoon style, various 
flavors. The cow in this poster is a 
whimsical identification of Dannon Yo- 
gurt as a “cultured” milk product. The 
Zlowe Company (New York) is the 


agency. 


Modern Art Museum adds 
new Christmas card designs 


Nine new Christmas cards have been 
added by the Museum of Modern Art to 
its twelve favorites from past years. Six 
of the new cards were selected from more 
than 100 designs submitted last winter 
at the request of the Museum’s Junior 
Council. These include designs by An- 
tonio Frasconi, Leonard Baskin, Seong 
Moy, Max Weber, Joseph Cornell, Na- 
than Gluck, Ben Shahn and Florence 
Bezrutczyk. Reproauctions of paintings 
by Picasso, Matisse, Rouault and Stein- 
berg are also included in the collection. 

These cards are on sale at the Mu- 
scum of Modern Art, 11 W. 53 Street, 
New York, and are priced from 5 to 25 
cents. 


Moore appoints three 


Moore Institute of Art, Science and In- 
dustry has named three new teachers. 
Horace Paul, free lance designer, letterer 
and painter, will teach the Lettering 
course. Edward Walton, formerly with 
the Philadelphia Museum School, is 
head of the Interior Design Depart- 
ment. John Hanlen will head Moore's 
Painting Department. 
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Cecil & Presbrey to quit 


Cecil & Presbrey, Inc., major New York 
agency, will end operations on Decem- 
ber 31. The announcement, made last 
month, followed the death of James M. 
Cecil, chairman of the board and largest 
stockholder. Concurrent with this loss 
was the sudden transfer of several major 
accounts and senior v.p. Jack D. Tarcher, 
who left to join Biow. 

James Clark Jr. is senior art director 
at Cecil & Presbrey. Other ADs are: 
Edward Jaccoma, Edward Bravo, Elmer 
Lasher, Charles Miller, Hans Schmidt, 
George Rizzo and Benno Kreischer. 
Miss Virginia Jones is secretary and art 
buyer. 
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Year’s supply of A one year cam- 
basic ad in one paign was planned 
printing by Bond & Starr 
(Pittsburgh) to es- 
tablish the name of. Bryce Brothers 
among dealers in the hand-blown glass 
industry. To tell the basic story with 
impact, high visibility and considerable 
repetition was deemed essential. 

One basic four-color ad was prepared 
for the year and printed offset for the 
entire circulation of the glass dealer 
trade publication. This ad was forward- 
ed each month to the publication for 
insertion. In the open corner of each 
ad was imprinted in b&w the prize win- 
ning glass design of the month and a 
description of the design. 

These winning désigns were chosen 
by volume of shipments of the previous 
month and by a poll of Bryce dealers. 
Campaign for 1954 will culminate with 
an exhibit of all prize winning designs 
at the national glass show in Pittsburgh 
next January. 

A. J. Kiefer is art director and Victor 
Loczi is photographer. 


Extreme wide-angle lens 
on Hasselbad camera 


Special design of the new Hasselbad 
Superwide Camera and the new 38mm 
Biogon f/4.5 lens now enables the taking 
of go-degree angle pictures without a 
tripod. For further data, contact Wil- 
loughbys, 110 W. gist St., New York 1. 


AIGA clinic analyzes mags 


At the October 27 meeting of the Amer- 
ican Institute of Graphic Arts Magazine 
Clinic a panel of top magazine art direc- 
tors analyzed and evaluated layout, ty- 
pography and general make-up of pub- 
lications submitted to the panel. Con- 
structive recommendations were made 
as to improvement. 

The panel, headed by designer Ari- 
osto Nardozzi, included Dr. M. F. Agha, 
Souren Ermoyan, Good Housekeeping 
AD, Wallace Hainline, AD of House 
Beautiful, and Allen Hurlburt, AD of 
Look. 

This service will be repeated at the 
April 20 meeting of the Magazine 
Clinic. Magazines must be submitted 
for preliminary inspection at a fee of 
$2. Fee for acceptance for actual analy- 
sis is $25. David Saltman is chairman. 
AIGA is at 13 E. 67 St., New York 21, 
N. Y. 

At the December 1 meeting of the 
Magazine Clinic a panel from Sports 
Illustrated will show how they planned 
their publication for maximum reader 
interest. This will be a dinner meeting 
at the Advertising Club, 23 Park Ave. 
at 6:30. Dinner is $7 per person; meet- 
ing only is $2; AIGA members, $1 less. 





Creative team Volunteer work- 
launches fund- ers are shown 
raising campaign with the com- 

pleted ad which 
is to be a key element in the fund-rais- 
ing campaign for the National Associa- 
tion for Retarded Children. They are 
E. Robert Hayman, Hayman Studios, 
Phila.; copywriter Ira Rothbaum, art 
bureau head Charles T. Coiner, art 
buyer Betty Allen and art director Mil- 
ton Weiner, all of N. W. Ayer. 
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vo trade magazines bow 


ving Machine Age appeared in Octo- 

and will be published bi-monthly 
sewing machine and vacuum cleaner 
ailers nationally. Marsha Rubin is 
director and will buy some photog- 

»hy. Editor is Harry Tonkoos of Bet- 
ter Impressions, 526 W. 48 St., New 
York, location of the publication offices. 
National Association of Sewing Machine 
Distributors, Inc. publishes the new 
magazine. 

Mining & Quarrying is a monthly tab- 
loid for the solid minerals industry. 
Andrew Rostosky is editor and pub- 
lisher and will buy a small amount of 
photography. Ros-Mac Publishing is at 
231 E. 51 Street, New York. 


Link’s office design 
used in furniture ad 


Gerald Link, Kenyon & Eckhardt AD, 
designed the office of William B. Lewis, 
president of K&E. Lehigh Furniture 
Corporation, who manufactured the fur- 
niture, used a photograph of the new 
office in a recent ad. 


LIGHTOLIER 





t 


Accepted for 
inclusion in 
the Graphic 
Library of the Museum of Modern Art, 
the Lightolier Style Book was designed 
by Alvin Lustig. 24 of its 96 pages are 
in full color. 317 individual lighting 
designs are presented in graphic organi- 
zation and dramatic styling. The cover 
design is in two panels, one gold and 
the other black. 

Interior drawings showing uses of the 
various fixtures were done by Marvin 
Culbreath, Charles Heilman and George 
Cooper Rudolph Photographer was 
Jack Klien. 


Dramatic catalog de- 
signed by Alvin Lustig 
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Count the eyes, divide by 2 


Through the means of electronically 
controlled cameras, outdoor posters will 
be watching you. The camera, concealed 
behind the sign, photographs every 
three seconds in the city and every five 
seconds in rural areas, in this new form 
of stop-motion sampling. The pictures 
are blown up and the people looking 
at the sign are counted, “I count the 
eyes and divide by two”, says researcher 
Alfred Politz, who developed the idea 
for Outdoor Advertising Inc. 





The Chicago 
chapter of Art- 
ists Equity Asso- 
ciation has re- 
cently brought out an impressive book 
of original lithographs, “Improvisations 
1954”. It is made up of 35 large prints, 
each on paper 19 x 25 inches, by local 
artists who contributed to the venture. 
This handsome volume is not for sale. 
Copies have been sent to patrons, muse- 
ums and college art departments, etc. 
In Chicago the book is on display at 
Equity’s center, 1020 Art Center, 1020 
Lake Shore Drive. 

The occasion of the picture shown 
here was the sending of a copy of Im- 
provisations 1954 to Farrar, Straus & 
Young through their representative, 
Jane Sneyd. Left to right is Everett Mc- 
Near, president, Chicago Artists Equity; 
Jane H. Sneyd; Paul Pinson, artist and 
chairman of Improvisations 1954; 
James Lentine, president, Artists Guild 
of Chicago; and William Kapche, pres- 
ident, Standard Studios 


Chicago artists 
honored for Im- 
provisations 1954 


Parsons, NYU combine 
degree progran. 


Students at Parsons School of Design, 
New York, will have the opportunity 
to obtain their fine arts bachelors de- 
gree by doing academic work at New 
York University’s College of Arts and 
Sciences. At the same time, NYU stu- 
dents have an additional choice of ma- 
joring in arts of design at Parsons. 
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AD Flynn edits J. Walter Flynn, who 
Everywoman’s has been art direc- 

tor of Everywoman’s 
Magazine since it started four years ago, 
has been appointed editor. Hehad been 
acting in the capacity of Editorial direc. 
tor as well as art director for several 
months. 

Mr. Flynn’s editorial background has 
been with Conde Nast Publications, 
Asia Magazine, Street & Smith, Triangle 
Publications, Hearst Magazines and 
Liberty. 

He is a member of the Art Directors 
Club of New York and the Society of 
Illustrators. 


Art council seeks funds 
for U.N. art 


Each member nation has been asked to 
contribute works of art for the United 
Nations’ headquarters. The National 
Council for U. S. Art is seeking to raise 
funds by public and private subscrip- 
tion with which to purchase original 
murals and sculpture. 

The Council has issued a mailing 
piece containing the endorsement of 
President Eisenhower and showing some 
of the sculptures and other works of art 
presented by other nations. Council's 
address is 270 Park Ave., NYC. 


Product-in-use most seen 


McGraw-Hill Research Department an- 
alyzed Starch ratings of 1164 one-page 
advertisements in two McGraw-Hill pub- 
lications for a period of one year. Ap- 
proximately 2400 readers were shown 
through the issues and asked, “Did you 
see this illustration?” To provide equal 
comparison, only examples of single il- 
lustrations of the various types included 
in the survey were analyzed. 

The conclusion reached was that ads 
using the type of illustration which ex- 
plains the use of the product or shows 
product details attracts wider readership. 
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Coca Cola Bottling 
Company of New 
York will use this 
format of the huge 
bottle of Coke as a foreground for spe- 
cial holiday treatment of several ads to 
come this year. These are independent 
of the regular Coca Cola ads and are 
done by Hilton & Riggio, New York. 
Art Director is Daniel Loizeaux; Cre- 
ative Director, James Rankin; Photog- 
rapher, Erwin Blumenfeld. 


Ad introduces 
format for 
seasonal ads 


ANA surveys ad managers 
on merchandising 


What Sales and Advertising Managers 
Think and Do.About Merchandising 
Their Advertising is a report by the 
merchandising committee of the Assn. 
of National Advertisers. Six major con- 
clusions drawn up were: (1) There is 
a lack of understanding of the impor- 
tance of merchandising advertising; (2) 
Salesmen devote about half the time to 
merchandising desired by sales man- 
agers; (3) Not enough funds are allo- 
cated; (4) not enough creative effort and 
originality is devoted to merchandising 
advertising; (5) advertisers need more 
help from ad agencies; and (6) more of 
the right kind of help should come from 
media. 

The 33-page report is based on ques- 
tionnaires returned by 128 ad managers 
and 82 sales managers. It contains three 
charts and 15 tables which tabulate 
answers broken down to 12 major indus- 
tries plus a miscellaneous category. 
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Artists Guild discusses 
ethics, merchandising 


First two meetings of the season for 
the Artists Guild of New York featured 
discussions of professional ethics and 
the rele of the artist in merchandising. 

At the first meeting John Jamison, 
head ef the Joint Ethics Committee, in- 
troduced the new booklet which de- 
scribes the Code of Fair Practice and 
the functioning of the New York Joint 
Ethics Committee. Copies of this book- 
let can be obtained from Joint Ethics 
Committee, P. O. Box 179, Grand Cen- 
tral Station, New York. 

The JEC is composed of the Society 
of Illustrators, the Artists Guild, and 
the Art Directors Club. JEC is not a 
“legal association”, does no bill collect- 
ing, but does a great deal of arbitrating 
and mediating of ethical problems. The 
code is spreading its influence nationally 
through the NSAD and Canadian and 
European groups have indicated their 
interest in it. Mr. Jamison explained 
that JEC will take up cases that are not 
covered by the code as well as those 
that are. 

Nationalization of Artists Guilds is 
progressing, according to report made 
by Scott Williams. The Guild is also 
working actively to stimulate national 
interest in establishing professional 
status for the artist. Vern Mock heads 
the committee on Professional Stand- 
ing for Artists. 


New movie film increases speed, 
but not granularity 


Tri-X Negative Film, made by Eastman 
Kodak, has twice the speed of Super-XX 
Negative Film. There is no increase in 
granularity. It is expected to have wide 
application in filming newsreels, in pho- 
tographing interiors, such as plant shots 
and industrial films, under existing light 
conditions. 

Another new development by East- 
man is the Tri-X C-P Reversal Film for 
use mainly in situations requiring mul- 
tiple prints and in which rapid process- 
ing at high temperatures is desirable. It 
has 50% greater speed than Cine-Kodak 
Super-XX and is of medium graininess. 

Both films must be processed by the 
user or a commercial laboratory. 


MDM adds two partners 


Car man David Lindsay and designer 
Harry Borgman, both formerly with 
McNamara Bros., Detroit, have joined 
MDM Studios as partners. Effective last 
month, the studio will be known as 
MDM, Inc. 





GLAMOR 
LINE 


loganal 
a J ae cage 









The idea of the 
“glamor line” is car- 
ried out in the de- 
sign of the ad, the photograph of the 
telephone line as well as in the copy of 
this Canada Dry ad. Jules Menghetti 
and Lester J. Loh of J. M. Mathes 
(New York) were art directors for the 
ad and Peter Dimitri made the photo- 
graph. 


Fashion-product 
tie-in 





Agency exhibits Anderson & Cairns 
fine art New York reception 

room is adorned 
with the fine arts efforts of the agency’s 
art directors. Exhibitors in this first 
semi-annual “After Hours” show are 
(left to right) Everett Hencke, senior 
art director; Cy Livelsi, Hal Florian, 
Dominick Rizzo, Herm Vanderberg and 
Ken Harris, art directors. 











Lower teaching standards 
will hurt art instruction 


Che crisis in New York City’s public 
‘igh schools may bring about a lower- 
ng of teaching eligibility requirements 
1 order that vacancies can be filled, ac- 
ording to the High School Teachers 
\ssociation of New York City, Inc. The 
problem, says Raymond F. Halloran, 
president of the Association, is that 
teachers who can meet the standards 
imposed by the State and City Boards 
of Education will not take the jobs be- 
cause of the extremely low salaries. In 
order to get teachers, standards will be 
lowered, and thus the calibre of teacher 
will be lowered. 

This applies to art teachers as well as 
others. The Association urges that con- 
cerned people write Mayor Wagner and 
Col. Arthur Levitt, president of the 
Board of Education, 110 Livingston St., 
Brooklyn, to insist on “removal of high 
school salary inequities”. 





Frederick Wid- 
licka, art director 
of Storm and 
Klein (New York), has been elected a 
vice president. He did free-lance work 
for Storm and Klein from 1930 to 1936, 
when he joined the agency as an art 
director. 


Widlicka elected 
V.p. 


Fred Cole appointed v.p. 


Art Director Fred Cole has been pro- 
moted to vice president of Foote, Cone 
& Belding, San Francisco. He has been 
with the firm eight years and was moved 
up to the top art spot last July to re- 
place Link Malmquist, who retired to 
do free lance illustration. 

Mr. Cole is a member of the San 
Francisco Art Directors Club and is a 
former secretary of the Club. 


Art Director & Studio News November 1954 


NYEPA printing show 
January 17-21 


The 1gth Exhibition of Printing spon- 
sored by the New York Employing 
Printers Association Inc. will be held at 
the Hotel Biltmore during Printing 
Week, January 17-21. 

Entries, to be made by printers in the 
New York area, are due by November 
15. They should be sent to NYEPA, 461 
8th Ave., New York 1, N. Y. All classes 
of printed matter are eligible. Entries 
must have been produced since Nov. 15, 
1953. Awards of merit will be issued to 
particularly outstanding pieces. Judges 
are O. Alfred Dickman, advertising pro- 
duction manager of the New York Herald 
Tribune; Harold Bisson, production 
manager, Fred Wittner Advertising; Mel- 
vin Loos, manager of the printing office 
Columbia University Press; William M. 
McNeill, Union Carbide & Carbon Corp.; 
and Ernest F. Trotter, editor of Printing 
magazine. 


TV glare reduced 
by new dulling spray 


All that glitters is not so good on TV. 
Too much shine on jewelry, for example, 
burns the picture. Highlights on metal 
equipment being demonstrated can de- 
stroy detail. 

To subdue the glitter, Krylon, Inc., 
has developed “Dulling Spray”. It is 
quickly applied, effective within seconds, 
harmless to fine surfaces, is easily re- 
moved. 


New art firm 
formed in Detroit 


Clarke, Sutton, Carmack, Inc., a new 
Detroit firm, has purchased the Robert 
Thom Studios, 1750 Buhl Building, and 
will operate from the same quarters. 

Thomas Carmack, former account rep- 
resentative for the Thom Studios, is the 
president of the new organization. Rich- 
ard A. Clarke, former art director for 
Batten, Barton, Durstine & Osborn, De- 
troit, is vice-president and treasurer. Car 
illustrator and water color artist Robert 
L. Sutton is secretary. 

Former studio owner, Robert A. 
Thom, is known for his oils depicting 
the history of pharmacy. 


Fine Arts Show 
for Chicago ADs 


Some goo guests were on hand Friday, 
October ist, to open the 5th Annual 
Chicago Art Directors Fine Arts Exhibi- 


tion ac Stevens-Gross Galleries. Gooa 
food, soft lights, hard drinks, a newly 
decorated gallery and a wonderful show 
were the sole topics of conversation that 
evening. The show was opened to the 
public the following Monday. Commer- 
cial work is not accepted in this show 
and hasn’t been since its origin five 
years ago. 

Over the past five years, the quality of 
work shown has increased 500% accord- 
ing to Earl Gross. “The Old Red Barn,” 
so prominent in the first show has dis- 
appeared entirely. 

Charles Tudor, Fine Arts Editor of 
Life Magazine and Francis Chapin, na- 
tionally known Chicago artist, were the 
two judges for this year’s show. 

This year’s prize winners are as fol- 
lows: 1st prize—Gerald McLaughlin—Art 
Director, Leo Burnett Co. Inc.; end prize 
—George Baier—Art Director, Vice Presi- 
dent, J. Walter Thompson Company; grd 
prize—Harry Hult—Art Director, ]. Wal- 
ter Thompson Company. 

Honorable Mentions: Taylor Poore. 
Lee Mariani, Will Woolway, Dexter 
Cooper, Luther Johnson, Fred Boulton, 
Carl Hokanson, John Breunig. 





Upped to AD Reed Springer has been 

promoted to art direc- 
tor of the Los Angeles branch of Foster 
and Kleiser Company. He had served 
on the art staff of the San Francisco 
branch from 1951 to February of this 
year. During this time he created out- 
door display designs, including develop- 
ment of the 3-D effects now used by 
Falstaff Beer in S.F. In February he 
was promoted to the General Art De- 
partment where he designed outdoor 
ads for national accounts. 
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Times rejects one, The New York 
accepts the other Times refused to 

run this United 
Carpet Co. ad, labeling it “blatant”. It 
did run the Holiday ad. 

Norman Peyser, United Carpet AD 
at Harold Miller Co., states that the 
ad was designed to be an eyestopper. 
He has received favorable comment 
from several advertising people since 
the ad ran in the Post and World Tele- 
gram & Sun. Mr. Peyser felt the Times 
was inconsistent when, a few days later, 
is carried a similar ad for Holiday. 

Jerry Rothman of United Carpet Co. 
felt that the ad had been highly success- 
ful The Retailing Daily picked up the 
ad from the Post and used it editorially 
as a good example of institutional ad- 
vertising. Many persons in the trade 
have congratulated him for the “new 
look” in carpet advertising. Most such 
wads have made extravagant, false claims 
to attract customers, said Mr. Rothman. 
“We have felt this was in bad taste, but 
have been forced to compete in a simi- 
lar manner. Our ads are departing from 
this practice. We, and others in the 
field, believe that this will be a new 
trend.” 

The New York Times spokesman in 
the censor department stated that they 
had given the ad considerable thought 
and discussion and concluded that it 
was too blatant. He said it was a ques- 
tion of taste, not policy. He considered 
the ad to be well designed, but just 
didn’t like it. The Times reserves the 
prerogative to reject any ad it doesn’t 
like. For one Sunday edition recently, 
the Times required 50 ads to be altered 
before they would accept them. 

Holiday AD was Ken Paul, BBD&O, 
New York. 











production 


bulletin 


LTF Pick Tester: To eliminate picking 
of offset papers during a press run, the 
Lithographic Technical Foundation de- 
veloped a device known as the LTF 
Pick Tester. Folder describing this de- 
vice is available from the manufacturer, 
W. M. Welch Scientific Co., 1515 Sedg- 
wick St., Chicago 10, Illinois. 


New Filmotype fonts: Eight new 
fonts consisting of seven hand lettering 
styles and a special signs and symbols 
master have recently been released by 
the Filmotype Corporation, Chicago, 
manufacturers of the Filmotype photo- 
lettering and type machine. 

The seven hand lettering faces have 
been designed to answer the requests 
of advertisers, art studios, printers, ad- 
vertising agencies, business firms and 
other Filmotype users. Included are two 
new scripts, one smartly modern and 
the other distinctively traditional. Film- 
otype is also offering four casual faces 
reflecting the latest trends popular 
throughout the country in addition to 
a bold style of condensed Gothic speci- 
fically made for impact. For complete 
information and illustrations of the new 
fonts write Filmotype at 60 W. Superior 
St., Chicago 10, IIl. 


Paper samples: Curtis Paper Co. has 
issued a booklet of samples of Stone- 
ridge text, cover and menu stock in 
white, blue, ivory, gray, green, red and 
copper. Tables show stock sizes, weight 
and packing information. 280 Broad- 
way, New York, N. Y. 


Quick paper cost finder: This is the 
newest of the Lindenmeyr Library of 
Print Shop Helps. It provides prices 
per 1000 sheets at a glance. All popular 
size printing papers are pre-figured in 
4 cent-per-pound units from 12¢ to 50c. 
It is said to provide time-saving devices 
for whoever estimates the cost of paper 
or for the buyer of paper. Henry Lin- 
denmeyr & Sons, 5301 11th St., Long 
Island City, N. Y. 
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New engraving machine, papers, typefaces 


and mechanical binding now available 


Bourges offers kit: As an introduction 
to the Bourges Process, Bourges, Inc., 80 
Fifth Avenue offers a kit with adhesive 
sheets, Transopaque for line separa- 
tions, b&w sheets for highlighting and 
retouching photographs, Bourges sheets 
to prepare color copy completely sepa- 
rated for camera. Instructions, tools, 
sheets are all included. Cost is $5.00. 
Available at art supply dealers. 


New coated offset paper: Clear 
Spring Offset Enamel, a new coated off- 
set sheet marketed by West Virginia 
Pulp & Paper Co., is designed for color 
lithography. It is made of 100% virgin 
chemical pulp and is available in basis 
weights of 60, 70 and 80 pounds in both 
sheets and rolls. Other weights can be 
made available. For samples, write the 
Company at 230 Park Ave., N. Y. C. 17. 
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Grotesque adds family: Grotesque 
typeface can now be matched in light 
and medium weights. Grotesque is 
available 8-72 points; Standard Extend- 
ed is in 6-42 points, Standard Light Ex- 
tended comes in 6-42 point sizes. Speci- 
men showings are available from Am- 
sterdam Continental Types and Graphic 
Equipment Inc., 268 Fourth Ave., New 
York 10, N. Y. 


Automatic Engraver: Luxographe, a 
French automatic halftone engraver, was 
introduced by J. Mincel and Cie. It 
burns plastic plates up to 814” x 1134” 
in 26 minutes for maximum size in 85 
screen. It operates same-size only, but 
various screens from 55 to 200 may be 
used. Similar to American machines of 
this type, the Luxographe uses the nor- 
mal photo-electric cell scanning head of 
picture telegraphy. It has two cylinders 
on a common shaft, one for copy and 
one for engraving; copy is clipped on 
the left cylinder and engraving is on 
the other. 


New mechanical binding: An im- 
proved wire binding consisting of mul- 
tiple rings has been developed by Spiral 
Binding Company, 406 W. 3: St., New 
York City 1. Lino-Lok, as it will be 
known, prevents sheets from slipping 
out. Pages lie flat and are aligned per- 
fectly, according to Spiral. It can be 
nad in exposed and _ semi-concealed 
types. The minimum binding edge is 
two inches and maximum is 24 inches. 
It binds a minimum book thickness of 
3/16 and a maximum of 1 inch. 


Composing machine corrects copy: 
With the Justowriter Recorder-Repro- 
ducer, copy for composition is set man- 
ually supplying proofs and punched 
paper tape. If no corrections are to be 
made, this tape is inserted and justified 
repro proofs are prepared automatically 
at 100 words per minute. Should revi- 
sion be needed, tape is inserted in the 
reading unit which activates the ma- 
chine to produce a new proof copy and 
tape automatically. Guided by the proof 
copy the operator stops the machine at 
points of revision and punches the new 
information into the tape. The revised 
tape is placed in the Reproducer and 
perfect copy is set automatically. Eleven 
different faces are available, 8 to 14 
point. Commercial Controls Corp., 1 
Leighton Ave., Rochester 2, N. Y., will 
supply further details. 





1) The Awards Jury at work. Frederick W. Boulton, John 
Willmarth, David W. Lockwood, Fran Foley and Lester B. 
Bridaham score their favorite ads. 2) Fran Foley and John 
Willmarth both have their eyes on a winner. The scene is Bob 
Eirenberg’s office at Kling Studios. 3) A spot of levity is the 
pause that refreshes, believes Chairman Cherry. Fred Boulton, 
Dave Lockwood and Burt Cherry. 4) Each group of jurors 
worked in a private room. Here James Lentine, Bob Skinder, 


The annual exhibition of the Art Di- 
rectors Club of Chicago is the summing 
up and review of the year at a rewarding 
job on a big and fast-moving team. It is 
the opportunity to judge results and to 
give the nod to outstanding achievement. 
Like any fraternity of endeavor, it should 
provide inspiration: problems shared 
and solved make the going more satis- 
fying in human terms; and technically, 
it is hoped, we learn and go forward. 

On a professional level, we are con- 
vinced that exhibition is a forceful means 
of encouraging the understanding and 
acceptance of better art and design by 
merchandisers and the public. Hence 
our willingness to engage in the gar- 
gantuan task of effecting such an exhibi- 
tion. 

To conscientiously select the best ad- 
vertising and editorial art from a full 
year’s production is a demanding and 
exhausting task, both mentally and 
physically; and it was done conscien- 
tiously, and well. This year there were 
2307 entries—25% more than last year. 
The final screening produced 387 pieces 
to hang in the show. Of these, 50 received 
Medal and Merit Awards. Television was 
a surprise . . . there were five times more 
entries received this year than in 1953. 
The TV jury, after looking at films for 
three days, selected 18 commercials to 
receive awards. The Art Director is much 
in evidence in this newest medium. 

What factors determined the selections 
for the exhibition? As usual, the choice 
of judges with experience and ability in 
judgment. This is the known and 
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F ed Stearns, Albert Schmid and George Goldberg seek the 

bot in advertising and editorial art. 5) George Lyman, who 
ervised jury selection, keeps an eye on photographers Helmuth 

Puiyer, Steve Deutch and Ed Ryerson. 6) President John 

Ereuntg, Frank Johnson, Bill Miller and Bill Johnston relax 
ing the judges dinner. Roast beef renewed their strength 
the night session. 


demonstrable factor. The unknown and 
impalpable factor provides the variable— 
the subtle balance of interest which re- 
solves itself as the end product of various 
teams working together on comparable 
problems. No two juries, though com- 
posed of similarly skilled individuals, 
ever produce just the same end result. 

Often good material finds itself left 
behind in this final chemistry of team- 
judgment, but unquestionably excellent 
material finds recognition. Each year it 
varies — and this is good. Over the years, 
it provides every one with an equal op- 
portunity, and it does, most certainly, 
come nearer to simulating the total, over- 
all judgment of the profession. 

To screen the multitude of entries to 
the 1954 show required many judges, 
well organized. Five separate groups of 
five judges each, each group working on 
a different classification of entries, 
selected the material to make up the 
exhibition. When their work was fin- 
ished, another group of five judges— 
fresh and clear-eyed—selected the Award 
winners for each group. 

An Awards Dinner touched off the ex- 
hibition on October 28, and the exhibit 
itself ran for two weeks in Diana Court 
at 540 No. Michigan Ave., in Chicago. 

The committee rests. In the words of 
the copywriter, we are now fatigued but 
felicitated. 


Beeston Charmy. 


General Chairman 
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DESIGN OF COMPLETE ADVERTISEMENT OR UNIT 


Magazines 


1*) Client: United States Gypsum 
Company 
Art Director, Designer: 
Frank Westbrook 
Artist: Wesley Bowman 
Agency: Fulton, Morrissey 
Company 


2*) Client: Morton Salt Company 
Art Director, Designer: 
Ernest Allen 
Artist: Bernard Pertchik 
Agency: Needham, Louis & 
Brorby, Ine. 


3) Client: Container Corporation of 
America 
Art Director: Walter Reinsel 
Artist: Don Kubly 
Agency: N. W. Ayer & Son, Inc. 


4) Client: Parker Pen Company 
Art Director: Hal Smiley 
Artists: Lettering—Earle Youle, 
Paul Wehr, Stevens Gross Studio 
Agency: J. Walter Thompson 
Company 


5) Client: Brown-Forman Distillers 
Corporation 
Art Director, Designer: 
Frank Cheeseman 
Artist: Irving Penn 
Agency: Ruthrauff & Ryan, Inc. 


Trade Periodicals 


6*) Client: Collins, Miller & 
Hutchings, Inc. 
Art Director, Designer, Artist: 
Bruce Beck 


7) Client: The Columbus Coated 
Fabrics Corporation 
Art Director, Designer: 
Gustave Sigritz 
Artist: Paul D’Ome Studios 
Agency: Mumm, Mullay & Nichols, 


Ine. 5) 


8) Client: Kimberly Clark Corporation 
Art Director: Frank Johnson 
Artist: Franklin McMahon 
Agency: Foote, Cone & Belding 
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complete unit cont’d 





9) Client: Abbott Laboratories 
Art Director: Robert Halpern 
Artist: Verve Studio 
Agency: Tatham-Laird, Inc. 


Newspapers 


10*) Client: Cox’s 
(Suburban Pittsburgh) 
Art Director, Designer, Artist: 
Arnold Varga 


11) Client: Marshall Field & Company 
Art Director: Fran Foley 
Designer: John Bradford 
Artists: H. Carter, Winnie Fitch 


12) Client: Cox’s 
(Pittsburgh Suburban Store) 
Art Director, Designer, Artist: 
Arnold Varga 


Direct Mail 
(Complete folder, booklet, catalog, etc.) 


13*) Client: Susan Karstrom 
Art Director, Designer: 
Susan Karstrom 


14) Client: R. R. Donnelley & Sons 
Company 
Art Director: Walter Howe 
Designer: Doug Lang 
Artists: John McKee, Elmer Jacobs, 
Rainey Bennett, Everett McNear, 
Franklin McMahon 


15) Client: Artists’ Equity 
Art Director: Paul Pinson 
Artists: Various 
Agency: The Veritone Co. 


Editorial Design 
(Magazine or House Organ) 


16*) Client: Chicago Club Magazine 
Art Director: Betty Oliver 
Designer, Artist: Phoebe Moore 
Agency: Jack Kapes & Associates 
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comple te unit cont’d 





17) Client: Journal of Housing 
Designer: John Bradford 


18) Client: Journal of Housing 
Designer: John Bradford 


General subject matter. 
Black and white 


19) Client: Lawrence Engraving 
Art Director, Designer: 
James McCray 
Artist: Franz Alschuler 
Agency: Tempo, Inc. 


General subject matter. Color 


20*) Client: Container Corporation of 
America 
Art Director: Walter Reinsel 
Artist: Joseph Hirsch 
Agency: N. W. Ayer & Son, Inc. 


21) Client: The Ironsides Company 
Art Director, Designer: 
Gustave Sigritz 
Artist: Agnes Potter Lowrie 
Agency: Mumm, Mullay & Nichols 


22) Client: Container Corporation of 
America 
Art Director: Walter Reinsel 
Artist: Esther Louise Peck 
Agency: N. W. Ayer & Sons, Inc. 
* 

23*) Client: Abbott Laboratories 
Art Director: Francis W. Goessling 
Designer: Carl Regehr 
Artist: Hans Moller 


24) Client: Cosmopolitan Magazine 
Artist: Lucia 
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Theodore Roosevelt on ine purpose of government 


‘The object of government ts the welfare of the people. 
The material progress and prosperity of a nation 

ate desirable chiefiy so far as they lead to the 
moral and material wetfare of all good citizens. 


Fe Wow Nation 9894 
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art cont'd 


25) Client: Container Corporation of 
America 
Art Director: F. Peter Sachs 
Designer, Artist: Jan B. Ralet 


General subject matter. 
Black and white 


26") Client: American Gas Association 
Art Director, Designer: Tom Ross 
Photographer: Masser & Hare 
Agency: Ketchum, MacLeod & 

Grove, Inc. 


27) Client: Hammond Instrument Co. 
Art Director: Gordon Hoff 
Photographer: Wesley Bowman 

Studio 
Agency: Young & Rubicam, Inc. 


General subject matter. Color 


28") Client: Schweppes 
Art Director: William Binzen 
Photographer: Stephen Heiser 
Agency: Hewitt, Ogilvy, Benson & 
Mather, Inc. 


29) Client: The Best Foods, Inc. 
(Dress Parade) 
Art Director: John Lauer 
Photographer: Ben Rose 
Agency: Earle Ludgin & Company 


30) Client: Rath Packing Company 
Art Director: John Lauer 
Photographer: Leslie Gill 
Agency: Earle Ludgin & Company 


Product illustration. 
Black and white 


31) Client: Minneapolis Honeywell 
Regulator Company 
Art Director: Martin M. Krein 
Photographer: Jim Brown 
Agency: Foote, Cone & Belding 


Editorial Photography 
(any subject). Black and White or color 


32) Client: The Art Directors Club of 

Chicago 

Art Director: Len Rubenstein 

Designers: James H. Brown, 
Len Rubenstein 

Photographer: James H. Brown 

Agency: Art Directors Club of 
Chicago 
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Throughout America, industry improves production 
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the most flavorful meats on earth come from out where the tall core grows 


they're massing from this picture 
don't let them be missing from your table! 
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Problem: To develop a new and excit- 
ing campaign for an established product, 
the Parker 51. Creative key men in this 
J. Walter Thompson Co. series were 
AD Hal Smiley and copywriter Ken 
Ward. The following data is from a 
memo by 1954 NSAD Award winner 
Frederick W. Boulton, JWT Vice-Presi- 
dent. 


Background: One of the most competi- 
tively fought-over product fields is that 
of writing instruments. Some of the lead- 
ing companies carry on product research 
improvement programs that are not ri- 
valed by businesses even several times 
larger. Fountain pens, ball point pens 
have been thought about and studied 
hard by advertising people for many 
years. It is a well-known fact in this 
business that improvements, something 
new, something better, something dif- 
ferent, sell pens, and the response is 
fairly prompt. 

Against this backdrop it seemed about 
time, two years ago, for the Parker Pen 
Company to introduce something new 
and better. The famous Parker “51” was 
over ten years old, and as you would 
expect of such a company in such an 
industry this product of theirs had been 
constantly improved over the years. Its 
sales prestige was undoubted, and it 
lived up in every way to its well-de- 


served slogan, ““The World’s Most Want- 


ed Pen”. 


Solution: Competitors, however, were 
presenting dramatic innovations in their 
pens and with some success. It was time 
to take a new look at Parker advertis- 
ing. While no new dramatic develop- 
ment, no sensational gimmick was in 
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case histo y cont’d 





evidence at the Parker factory, Parker's 
advertising agency, J. Walter Thomp- 
son, was not discouraged. What it didn’t 
do was get out the black type, blow up 
the logotype, fade out the background, 
succumb to the lure of the “pale page”. 

What it did do was review the Parker 
manufacturing processes as though it 
had never heard of the Parker Pen Com- 
pany before. The belief was sincere that 
there was a story in this magnificent 
product that was constantly being im- 
proved—a story that would focus new 
attention on the Parker line. There was. 
A copy writer with a scientific, turn of 
mind found it in a room that only a 
handful of people had ever been in be- 
fore. In that room was a metallurgist 
who had been doing some very interest- 
ing things with combinations of precious 
metals and what he had been doing re- 
sulted eventually in a new copy ap- 


proach for Parker advertising. The ad- 
vertisements caused quite a stir. The re- 
sponse from the public and the trade 
was immediate. The advertisements 
themselves are masterpieces of simplicity. 
Too simple? The trade and Parker's 
customers didn’t think so. Too “de- 
signy”? The letters that poured in on 
Janesville didn’t indicate it. One story 
in the trade press went like this: 


“First indications of what was in store 
for Parker began to crop up soon 
after the first ad broke. Retailers re- 
ported that people were walking in 
and asking for left-handed Parkers. 
One customer went to great pains to 
explain that he was ambidextrous and 
now didn’t know which kind of pen 
to buy.” 


And, of course, there was the letter from 
the lady who was having trouble with 
her pen. She concluded that her pen 
must be male, and therefore impossible 
for a woman to do anything with. 

These provocative advertisements 
quickly focused new attention on the 
Parker “51”, and enabled it, in the face 
of heavy competitive advertising, to 
more than hold its share of the market. 

There was a second stage to the 
Parker advertising. You are seeing it 
now in the magazines, and this idea too 
came out of that primary research proj- 
ect that was done at the Parker factory 
two years ago. Thoughts that the agency 
had then in connection with certain of 
Parker's processes set Parker to work 
channeling these processes into dramatic 
product improvements. Still, Parker’s ad- 
vertising remains simple. Almost pure 
headline, picture and caption, and it 
is well-read, sales-effective, newsworthy. 

Its pen and other new products are 
fundamentally good design. Parker’s suc- 
cess with these products today are proof 
that good design makes sales, particu- 
larly when the product is advertised in 
a way that utilizes good design to con- 
vey product news and ideas interestingly 
and powerfully. 
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Here’s one in a series of 
Admiral Dual-Temp ads that 
has been running for nearly 
five years. AD Harold 
Jensen, Tatham-Laird, tells 
how this unusually 
successful series began. 
“The studies by Gallup- 
Robinson have shown that 
| these ads, “Foods Don’t Dry 
: Out”, by Admiral, have 
been nearly twice as good 
as other refrigerator ads. 
With a small budget, it is 
very necessary to make 
direct and unusual ads such 
as the above. With my own 
35-millimeter camera, I 
made over a hundred 
, pictures of matched foods 
which were sealed in 
refrigerators for five days. 
The results were 
phenomenal and _ interesting. 
It developed into this 
series of ads, which has run 
s for nearly five years without 
a letter from a single 
woman doubting the 
validity of the picture.” 
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Refrigerators 

























These peas, from the same pods, were left uncovered 
for 3 days in on ordinary refrigerator. They re 
shriveled, dry and “hard as bullets. 


These peos were left uncovered 3 days in an Admiral 
Dval-Temp. Moist cold kept them fresh, green and 





tender as when they came from the pod 


Foods don’t dry out 
in an Admiral Dual-Temp 


‘ t of refrigerator 


Dish covers oren't needed! ‘ r i vered w 


An honest-to-goodness home freezer, too! |! 





Admiral refrigerators begin as low os $189.95. 
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Ads designed to build consumer acceptance 


Problem: To “educate” furniture store 
personnel about the merits of Masonite 
Presdwood as a basic material in furni- 
ture construction. 


Background: Many manufacturers and 
designers had discovered a_ certain 
amount of resistance among retailers to 
furniture built with Presdwood. It ap- 
peared that the retailers did not know 
why Presdwood panels were used nor 
how their use could be turned into a 
definite sales feature. 


Solution: Masonite Corporation, as the 
manufacturer of the basic material, un- 
dertook the assignment. The heaviest 
concentration of advertising appeared 
in “Retailing Daily.” Another campaign 
was addressed to the manufacturers and 
designers. A third appeared in “House 
Beautiful” and “House & Garden” to 
build acceptance for the material 
among the customers of furniture 
stores. 


“Testimonials” were obtained from lead- 
ing high quality manufacturers. One item 
in the latest line of the manufacturer 
was selected and illustrated by the scratch- 
board technique, as a symbol of quality. 
This technique ‘was used in all three 
campaigns with the advertising message 
slanted to each market. 


Personnel: The Buchen Company, 
agency; George Weisenbach, account ex- 
ecutive; Don Clineff, art director; Bob 


Flatley, art buyer; Norman Elliott, 
writer. 
Sigman Associates, studio; Harlan 


Scheffler, artist. 


Results: Ihe attitude among retailers 
toward Presdwood has been almost com- 
pletely reversed. The material is now 
recognized as a symbol of quality con- 
struction and up-grading of value. Man- 
ufacturers and designers are more will- 
ing to use the material in their items. 
Sales of Presdwood to the furniture in- 
dustry have shown a healthy and con- 
tinuing increase. 
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— and the French Touch 


Early this year Chicago art directors and 
designers took a long, hard, close look 
at European poster design at its best. 

Bernard Villemot, top French de- 
signer, was brought to Chicago by the 
Art Directors Club and for six weeks 
conducted a course in modern poster 
design. His course covered artistic prob- 
lems, technical problems, and practi- 
cal work. It was divided into 24 sittings 
for each of two groups. The course was 
opened to 80 American artists and stu- 
dents for a $75.00 fee. 

Ihe direct exposure of Villemont’s way 
of thinking, the insight gained into 
what makes the French poster tick so 
well, left the club thrilled with its 
unique course, eagerly awaiting another. 
Said President John Breunig, “It is one 
of the most important contributions our 
club has made to Chicago art, and cer- 
tainly ranks with the Binder and Kepes 
courses of years back. It was quite a feat 
to bring a man all the way from Paris 
to Chicago just to give this six weeks 
course to us. Hats off to us—and es- 
pecially to Bert Ray.” 

Villemot stressed the importance of 
great impact in poster design. Some of 
his key words were “Simplify—Synthe- 
size — Visual Scandal —”... he advised, 


“It is not enough to want to become 
a poster designer; one must be an ar- 
tist who wants to design posters.” 

“Poster design must respect the spirit 
of synthesis—an attitude which is some- 
times considered typically French. I be- 
lieve this approach leads to continuous 
search for simplification . . . This is the 
essence of our spirit of synthesis which 
leads to images which convey an idea 
and transfer it in violent fashion.” 

“The man in the street walks with- 
out looking, or to the extent that he 
does look, sees only himself preoccupied 
by various problems, his business, his 
emotions. Only scandal can take him 
out of himself . . . The poster must be 
a visual scandal . . . This does not mean 
ugliness, but creatures of the imagina- 
tion, of the subconscious, underlined 
by their attractive qualities.” 

Len Rubenstein, reviewing the course 
in the ADCC News Bulletin, concludes, 
“As the course drew to a close the ideas 
emerging from the layout pads seemed 
much more direct, the patterns less in- 
volved and more primary colors were 
evident. Villemot had less opportunity 
to utter the unhappy criticism, ‘maga- 
zine page’.” 

No pure theorist, Villemot wrote a 
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1) Norman Perman 

2) Tom Dunnington 

3) Frederick E. Bager, Jr. 
,) Ruth Akey 

5) Norman Perman 
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6), 7) Frederick E. Bager, Jr. 
8) Norman Perman 


Chicago cont’d 


friend in Paris of his Chicago experi- 
ence, “Chicagoans seem to have a great 
facility for creating posters in the 
French spirit. | no longer have any 
doubt on this subject. Evidently the 
hardest part of the job is still to con- 
vince the client . . . The artist must 
have confidence in his client, there are 
many intelligent ones among them, es- 
pecially when they agree with us.” 

Urging designers to experiment and 
to encourage their clients to do like- 
wise, Villemot asks, “Why re-do the 
same poster because research depart- 
ments have found that they were suc- 
cessful? But the value of the good 
poster of the future which has not 
yet been created can certainly not be 
estimated. So it is up to the client to 
take a gamble, to take a chance with 
one poster out of 12 for the year.” 

Back in Paris, Villemot wrote Bert Ray 
his recollections of Chicago, “Winter— 
snow—wind, streets with the Chicagoan 
running after his vertical position. I see 
the Institute of Technology with its old- 
fashioned elevator, its Coca-cola machine. 
I hear my words in English, with a very 
good accent . . . with the crash of the 
railway . . . and I have the impression 
that artists are ready to make their talent 
evolve and bring their imagination .to 
Publicity. The public is waiting for that, 
and the client will understand them 
soon.” 

The studens in Villemot’s course were 
a mixure of leading artists and design- 
ers and youngsters on the way up. Some 
of the designs produced in the course are 
shown here. 











for countless artists, designers 


Talent developer and art teachers is Chicago’s 


School of the Art Institute 


Ihe educational objective of The School 
ol the Art Institute is to develop artists 
and teachers in the fine arts and indus- 
trial arts by a thorough training in pro- 
fcssional knowledge and techniques, at 
the same time stressing esthetic under- 
standing so that through a combination 
of these experiences students may de- 
velop their own creative competence. 
Ihe school insists on a wide curriculum 
of related courses during the first two 
years of study and emphasizes courses 
in general education as an integrated 
part of its program. 

Vhere’s a day school, evening school, 
wnd summer school and students can 
earn certificates, diplomas, or degrees. 
Degree students can emphasize Draw- 
ing, Painting, Hllustration; Sculpture; 
Industrial Design; Pattern Design; Cera- 
mics; Interior Design; Dress Design; 
Art Education; Advertising and Printing 
Design; Architectural Sculpture. 

The 1954 exhibition of students work 
not only displayed student work but 
featured students at work demonstrating 
the equipment and materials used 
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the package is a 3D ad 


Package designers are laying increasing stress on the 
point-of-purchase  selling-strength of packages. In- 
creased importance of super-market selling, tie-in 
with visual impact of a package displayed on televi- 
sion, and the advertisers growing support of a sales 
program that hits the buyer at every opportunity 
have given impetus to package design and redesign. 

Shown on these pages are some packages designed 
this past year in Chicago. They reveal the problems, 
the thinking, the solutions that are part of today’s 
changing packaging scene. 
















Calligraphy for prestige. Fannie May candies 
wanted a new package that would reflect the prestige 
of their custom packed line. Rodney Chirpe used a 
calligraphic treatment on the top, with identifying 
logo and slogan on package ends. 


It not only wraps and protects, 


but sells the product 














Demonstrates action. The 44 Sponge Moppet 
package, designed by Warren Wetherell and Asso- 
ciates for O-Cedar, had to solve one basic problem. 
The mop could not be readily demonstrated in the 
store because dry sponge won’t bend. This three 
color package not only acts as a point of purchase 
display demonstrating the action, it also has a simple, 
clean appearance in character with the nature of the 
product. 
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Feminine sugar. Low volume production limited 
the design problem to standard bag construction. 
Appeal was to the housewife, and Raymond Loewy 
Associates directed their design thinking toward a 
kitchen-canister style approach, consideration being 
given to appearance of the sugar bag on a kitchen 
or pantry shelf. Competitive packages were found 
to be predominantly masculine and unrelated to the 
product. The new White Gold bag features overall 
crystal motif. Colors are blue, white, a light touch 
of black. Client was The South Coast Corporation, 
New Orleans. Bag was printed by Bemis Bros. in 
variety of sizes from 2 lbs. to 100 Ibs. 


First gift package. Seagram's, the world’s largest 
distiller, for the first time this year started a program 
of gift packaging. Their “Golden Server” holiday 
and gift package, shown here, was designed by Dave 
Chapman. Three decorative fittings were designed 
for the standard year-round V.O. bottle. 1. The bas- 
ket, a drawn metal cup, in jewelers bronze, with 
two silver-like handles. 2. The medallion, red letters, 
V.O., stand out on highly polished stamped metal 
which hangs from neck by linked chain. 3. Head cap- 
sule, heavy lead enclosure spun with gold finish, 
carrying Seagram crest. Package retains basic identity 
of product by retaining standard bottle shape as op- 
posed to practice of using specially shaped decanter. 
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No throw away, this color file box that enables 
homemakers to collect and record their favorite col- 
ors for later use has been devised by Morton Gold- 
sholl for the Martin-Senour paint company. First 
such aid to household decoration, it contains these 
specific compartments: color harmony ideas; fabrics 
and wallpaper; how to paint; paint color samples; 
rooms; workrooms; exteriors; furniture; accessories; 
and helpful hints. Completely constructed of paper 
board printed in 3 colors. Manufactured by Con- 
tainer Corporation of America. 





Gift boxes. A designer’s dream assignment—pack- 
ages whose principal purpose is to be beautiful! From 
costume jewelry boxes to blanket boxes, all sizes use 
the same paper. Alternating vignettes of contem- 
porary gifts and gifts of yester-year symbolize 1ooth 
anniversary for Carson, Pirie, Scott & Co. designed 
by DeForest Sackett. 














_the package cont'd 





Large-size display carton, Counter space is pre- 
mium selling space and this 814 x 23” carton had to 


be highly sales productive to stay on the counters. 


It was tested in every kind of outlet, set records for 
fast movement and repeat sales. Carton is dark blue 


and white, candy is acetate protected, each panel 
has color strips, orange for caramels, red for peanut 
butter chips, green for mints and blue for cocoanut. 
Designed by Karl Peter Koch 





Hot colors for Kold Kup. Foil bags and a display 
container were required by Wyler & Co. for self 
service stores. Designer Norbert F. Schwarz used hot 
colors, to contrast with constant cool colors used by 
most other summer drink displays. Colors represent 
flavors, hot reds for strawberry and cherry, hot orange, 
hot grape color. Carton holds 96 bags (30 pounds), 
is predominantly ye'low with front panels in flavor 
colors. Preserving quality of foil makes this packag: 
ing a year-round item. 
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New package, new sales, Duncan Hines Salad 
Dressing line asked Spuehler Studio for a complete 
redesign, including a new glass bottle, labels and 
celloseal to create additional appetite appeal for a 
quality product. This entire line was introduced to 
the market in the early part of 1954 and has already 
shown a remarkable increase in sales. 





Poster simplicity. Bright colors and bold design 
make for striking appearance on TV and for maxi- 
mum store display effectiveness. Colors are light 
magenta, gold, black, on high gloss folding stock. 
Designed by Edward Sullivan for International Cos- 
metics Co. @ 














package design 








































The Lee Smith Company, producers of 
for dental products dental products, had aaae along for 
years without devoting much attention 
to their package designs. Some work 
had been done, of course, but much of 
it was simple perpetuation of design 
ideas which had been used for many 
years on previous Lee Smith packages. 
No great amount of consideration had 
been given to the timeliness or the ap- 
propriateness of the designs. Conse- 
quently, the design for most of their 
packages had simply been used too long. 

When Mr. Wallace A. Erickson moved 
the company from Pittsburgh to Chi- 
cago, he also decided to do something 
about the situation. He authorized a 








before . ; 
study of their packaging. For the de- 
and sign work Erickson engaged Robert Sid- 
after ney Dickens and his industrial design 


firm. 

The initial exploration disclosed that 
the packages were distributed through 
narrow channels to dental supplies com- 
panies and through them to dentists and 
dental technicians. And, although dis- 
tribution was limited to one profession, 
it was international in scope. 

The problem was also one of very 
keen competition. However, because the 
firm had a good reputation and because 
those who handled the packages were 
usually familiar with the products, it 
was not considered necessary or de- 
sirable to overload the packages with 
intense selling copy such as is often used 
on packages which must sell themselves. 
The products were sold by personal rec- 
ommendation within the profession; per- 
sonal demonsiration by Erickson’s rep- 
resentatives and dealers; samples distri- 
buted by Erickson, and advertising in 
professional journals. Because of these 
factors, more consideration could be 
given to design and the use of informa- 
tive labeling and means of designating 
colors and kinds of any one product. 

The final analysis of the problem indi- 
cated that the principal functions of 
the Lee Smith packages were to be: 












1. To create an appearance equal to 
the quality of the products and appro- 
priate for the professional nature of 
the products—an appearance which 
would favorably influence the dentists 
and dental technicians, 











(continued on page 90) 











72 


upcomers 


designer Charles F. Zusi’s friends call him Alf. He’s 
with the Design Group of Chicago’s Whitaker Guernsey 
Studios where he does layout and finished art on collateral 
material and packages. Alf was born in 1927 in Patterson, 
New Jersey. He lived in Canada from 1932 to 1945, studied 
for two years at Ontario College of Art. After four years 
at the Institute of Design, he joined Warren Wetherall & 
Associates, went from there to Whitaker Guernsey. 











artist George Suyeoka brought his design and drawing 
talents from Honolulu to Chicago four years ago. Since 
then he has graduated from the Art Institute of Chicago 
and joined Bert Ray Studios. You can see his work in The 
New Yorker, Chicago, and the ads of Abbott Laboratories, 
Hotpoint, and Magnavox, among others. 
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Upcomers cont’d 





artist 20) Abbett was born in Hammond, Indiana, 
studied at the University of Missouri Art School. Started 
his professional career as a writer with a Chicago Public 
Relations agency, then apprenticed at an art studio for 
eight months. Since October 1953 he’s been an illustrator 
with Chicago’s Bielefeld Studios. 
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SUPTSe COATS 


more 
than 
pretty 


pictures 


by 
Cipe Pineles, 
Art Director 


CHARM Magazine 


It’s easy—and a great temptation—to make 
fashion pages just pretty pictures. They 
should be that, too, of course, but at 
CHARM we expect them to earn their 
place by doing much more. 

Because CHARM is edited for women 
who work—women whose busy schedules 
put a real premium on time—we encour- 
age readers to do their wardrobe shop- 
ping right from the magazine’s pages. 
This means we want them to look at the 
dress or suit or hat instead of at the 
model’s face or the rococo screen she’s 
half-hidden behind. 

To assure the clothes themselves cen- 
tral importance in every fashion picture, 
we put a strict limit on distracting props 
and busy backgrounds. Then we label 
them prominently with captions that get 
right to the point: fashion news, price, 
color, fabric, size and store information. 

To stay within these limitations and 
not wind up with a catalog presents a 
real challenge to the art department and 
to the photographers who work with us. 
However, by subtle posing of the model, 
the merest suggestion of background and 
a simple gesture to identify the activity 
and occasion we have obtained more ef- 
fective results than would be produced 
by extraneous material to fill space. 
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1) Inside covers separating the various 
categories of merchandise were first used 
by CHARM in the August 1953 issue. In 
the suit portfolio of this issue straight- 
forward fashion shots are accented by 
background figures which suggest the 
working woman’s daily routine. Here the 
clarity of focus on the major figure im- 
mediately establishes its importance while 
permitting the secondary elements to set 
the scene. The photographed fabric 
swatches on these pages provide further 
accent for the main figure as well as fur- 
ther pertinent information for the reader. 

2) It has been traditional with fashion 
magazines to go on location for photo- 
graphing vacation and travel issues. This 
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year we decided we would do the reader a 
greater service by setting a mood for tra- 
vel—the idea of travel—rather than a trip 
to any specific spot. To create this atmos- 
phere, the May lead portfolio combines 
documentary photographs next page sym- 
bolizing different methods of transporta- 
tion with straight fashion photographs 
of clothes best suited to each. In this in- 
stance, while the secondary element—the 
travel photos—takes up more space, it 
does not dominate the fashion pictures. 
Even though these are much smaller, 
their clarity and detail make them a focal 
point and the larger area fills its role of 
establishing a mood that complements 
rather than distracts from the clothes. 





3) In the February 1954 portfolio of 
office clothes the posing of models against 
completely subdued backgrounds tells the 
story and the pages gain excitement from 
unusual cropping and juxtaposition of 
photographs. In each, the dominant fig- 
ure, through her attitudes and clothes, 
is unmistakably placed in an office and 
the purpose of the dresses is accurately 
suggested. 

1) Again in May and June 1954 issues 
inside covers categorize merchandise. In 
these photographs (all studio shots rath- 





er than the conventional location back- 
grounds) we created a holiday atmosphere 
successfully through the clothes them- 
selves and the “props” —such saleable 
merchandise as cameras or sports equip- 
ment—carried by the models. 


The Boutique pages posed the problem 
of presenting many small items on a page 
without a cluttered effect. Carefully 
planned use of black space here drama- 
tizes each piece of merchandise as well as 
separates it from the rest of the page. 
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upcoming photographer 


A native of New Hampshire, Tony Pappas graduated 
the Art Center School, Los Angeles, in 1950. 

As a fashion photographer in New York he con- 
centrated on natural animation in work with models 
and tightly balanced composition in still lifes. 

Mr. Pappas’ editorial work has appeared in Good 
Housekeeping, House Beautiful and Esquire’s Apparel Arts. 

His clients include Fieldcrest Mills, Burlington 
Mills, Marshall Field, McCall’s, Christian Dior, 
Franklin Simon, Roman Stripe Hosiery, Firmenich and 
Company, The Wool Bureau, the Advertising 
Council for the Better Schools campaign, Woodward 
& Lothrop, G. Fox, and Columbia Records. 
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To start the sale... 







tell them where you are 


list 
yourself in 





th Annual 
Buyers’ 


Guide 


9000 Buyers! 

Every year some gooo buyers use the Buyers’ Guide 
to reach their suppliers. They get the Guide as part 
of their February issue of Art Director & Studio 
News. This assures you the right buyers and that 
you have industry wide coverage. 


The Best Ad Dollar Buy! 

Put yourself on file with the entire industry for as 
low as $1.50 Tell them about yourself, list your 
services, give your phone, address, etc. Capitalize 
on AD&SN’s biggest bargain. 


Who’s Who in Art /Photography 

AD&SN provides one of its many editorial services 
with the Annual Buyers’ Guide, now in its 4th year. 
It has become the Who’s Who for everyone in the 
| field. 





Easy to Do 

Select the one or more categories from page 4 of this 
piece which best describe your work. Fill out the 
order form on page 3. That's all there is. It’s the 
simplest, quickest, cheapest and only way to file 
your name in the industry’s Who’s Who. Do it now, 
and make sure you're in. 


Do it Now! 
Send your listing in now. Corrections will be taken 
up to December 1oth. 
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Art Buyer 


y/o 
Editor 


Art Director 


Production 


Designer 


Ad Manager Photo Buyer 


here’s how 


the 


th Buyers’ Guide 


the only Who’s Who published for advertising artists, illustrators, 
art and photographic studios and graphic art suppliers. 


Industry wide coverage is guaranteed. 


The Guide is for the buyer 

Here, in one issue, is practically the en- 
tire working art and photo industry. Plus 
many graphic arts suppliers. Plus many 
editorial features especially compiled and 
written for year round use. It comes to 
you as part of your subscription to Art 
Director & Studio News. The Buyers’ 
Guide has the support of the National 
Society of Art Directors, its 20 chapter 
clubs and many advertising art groups 


and guilds. 


The Guide is for the seller 

It helps you reach your market: all types 
of firms, agencies, publications; buyers in 
every level of industry, government and 
advertising. The Guide is designed for 
quick, easy use throughout the year. It 
helps the buyers find you—wherever you 
are, wherever they are. As an artist told 
us, “It’s like going into a telephone 
special classified directory just aimed at 


this field. That by itself is worth the 
$1.50.” 


Special National Industry File 

One listing in the Guide automatically 
enters your name into our address file. 
This file is maintained for the use of 
anyone. There is no charge for the serv- 
ice. Time and again, we have helped 
buyers “find” the professional for whom 
they may have spent days in search. This 
is another AD&SN service to the field. 
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you get results 
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AD&SN is the market place for art, 
photography and graphic art services. 


Tell your sales story in the Buyers’ Guide 
issue or use AD&SN every month to get 


your sales presentation to more buyers 
at less cost than anywhere else. 


AD&SN is a proven sales builder. It has 
gotten accounts for many artists and 


photographers who once imagined it 
couldn’t be done. 


AD&SN has the circulation, readership, 
penetration, coverage and acceptance to 


open up new accounts and reactivate old 


ones for specialists and complete art and 
photographic studios. 


AD&SN is the only magazine edited ex- 
clusively for the buyer of art, photo- 
graphic and graphic art services. 


You can have AD&SN work for you as 
your salesman. Call PLaza 9-7722 or 
write us at 43 E. 49 Street, New York, 
N. Y., for full information, rates. 
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i astructions 


1 Jividual listings. 


‘ach listing is 3 lines. Line one is for 
r name and phone number. Line two 


2. There is no limit to the number of 
listings you may order. When ordering 
more than order form will accommodate, 
please list on separate sheets the exact 
wording of each listing. 


3. To order listings, put category num- 
ber (see next page) on order form below. 


Write 3rd line copy on the same line as 
category number. Fill in coupon at bot- 
tom of this page. 

4. Each listing is $1.50. 

Sample individual listing: 





1 

y 

is ‘or your street address, city and state. 
|...e three is optional and is for descrip- 
tion of your services. Copy for grd line 
is limited to 45 characters. 
Representative listings. 


1. Complete coupon at bottom of this 
page. 


2. List artists or photographers repre- 
sented on blank lines in coupon. After 


each name you may describe in one or 
two words media, subject, or technique. 
3. Listing is $1.50 for representative (in- 
cluding address and phone) plus $1.50 
for each artist and/or photographer 
listed. 


Guy Fry KI 5-2448 
1810 Rittenhouse Sq., Phila. 3, Pa. 

public relations booklets, packaging 

Sample representatives listing: 
Henrietta Brackman PL 3-4351 


424 Madison Ave., N. Y. C. 17 
photo-journalists in editorial, advertising, pub- 
lic relations, industry 





Studio listings. 


i. Studio listings should be used by all 
around service organizations. 


SAMPLE STUDIO LISTING: 


65. art studios 


Creative Ad Art 
9304 Santa Monica, Beverly Hills, Cal. 


BR 2-7138 


order form 


2. To order listing, complete coupon at 
bottom of this page. On blank coupon 
lines list any or all services which apply. 
Refer to list under heading “Studios, 
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Art,” 206, or “Studios, Photo” 207, on 
next page. 

3. Listing is $5.00 whether one or all 
services are checked. 
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ART DIRECTOR & STUDIO NEWS »* 43 E. 49th STREET, N. Y.17 * PLaza 9-7722 


YES, I want to be listed in the February 1955 issue in the 4th Annual Buyers’ Guide. 
I am ordering the following: 


] Individual listings at $1.50 each nantcill 
[_] Studio listings at $5.00 each Z. 
[] Representative listings ............0.0....00.000........ $ 


Important: 
Remittance must 
accompany order 


$1.50 for representative plus $1.50 for each artist or photographer listed. 


ADDRESS 





NAME 


ZONE 


Print exactly as you wish it to appear in Guide 


STATE 





TELEPHONE 








CITY. 


For 3rd line copy for individual listings, 
maximum 45 characters 


Category No. 


Category No. 


For 3rd line copy for individual listings, 


maximum 45 characters 


























DEADLINE FOR LISTINGS IS DECEMBER 15, 1954. DON’T WAIT—GET YOURS IN NOW. 
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classification 
individual listings 





index 














ART ILLUSTRATION 107. photos, color 156. color assemblies 
108. products 157. color prints in quantity 
1. advertising design 57. animals 109. renderings 158. color separations 
2. airbrush 58. automobiles 110. technical 159. copy of artwork 
3. annual report 59. characters 11]. transporencies 160. duplicate transparencies 
4. architectural rendering 59A. chemical (other) 161. dye transfer prints 
5. art books 60. children 162. Ektacolor 
6. art directors, consultant 61. children’s books 163. Ektachrome processing 
7. art supplies decorative-humoro Tv 164. enlargements 
8. book jackets 63. fashion & style - : 165. Flexichrome 
> : . 4 112. animation 
?. booklets, direct mail 64. figure 113. ert 166. montage 
10. Bourges technique 65. flowers she saben 167. one-shot camera service 
11. car cards 66. food 1) 6 . 168. photocomposing 
> . . 5 Im production 
12. cardboard construction 67. furnirure 934 lettesta 169. photo murals 
. etter * . 
3. caricatures 68. general 117. models 3 170. reproportioning 
14. cartoons 69. glamour ‘ “oy 171. screened veloxes 
- . 118. slides ‘ 
5. catalogs 70. historical 172. slides 
1 ons 119. story boards < 
6. choarts 71. home furnishings 120. tit! 173.  strip-ups 
. : 20 itles 
17. collages 72. industrial (other) 174. 35mm negs. & positives 
18. color separations 73. interiors 175. 3-D dye transfers 
19. comic books 74. jewelry 176. transparencies 
20. continuities 75. landscape PHOTOGRAPHY 177. viewgraph slides 
21. displays 76. marine (other) 
2. exhibits 77. medical 121. aerial 
23. fine art for industry 78. men 122. animals 
" . 123. architectural 
24. greeting cards 79. men's hands 
heraldic design 80. product-still life 124. babies COPY PRINTS 
economist 8g ientifi 125. cats & dogs : 
] scientific me hil 178. blueprints 
7. ideas 82. shoes 12 children > euieeaie 
28. kitchen design 83. sport . ee 180 pri 
. ‘ : 798 . tol copy prints 
29. labels 84. still life i28. experimenta a ore 
2 | 129. fashion . piece 
= me “en ~ mee — 130 toad 182. ozachromes 
etterheads - technica 131 aeneeel 183. photostats 
32 mops - teenagers 139 eran 184 photostats on acetate, in 
33. mechanicals 8. travel 133. iffust a opaque black or white 
9 men 33. illustration 
34 | painting 8 vos 194. tadeatetel 185. van dykes 
k : (other) ‘ ero 186. visualcast slides 
package design 135. interiors 
‘ “ (other) 
1d ink 136. location 
7. phaormacevtical design LETTERING 137. medical 
_ 138. motion pictures 
or i 9 ) 
portraits, sketches 90. alphabets, designed 139. murals ; GRAPHIC ARTS 
7 , 91 comp. lettering 14 photo agencies 
’ >$ s e.° . 
pester 92. illuminated lettering 14 portraits 187. advertising presentations 
presentations 93. lettering 142. products 188. binders, loose leaf 
product design 94. photo, film, process 143. publicity 189. binders, mechanical 
ts styling 95. presentation 144. reportage 190. certificates 
record albums 6 r 145. set design 191. display manufacturers 
ale models 7 peedba 146. slide films 192. embossing 
(other) 147. still life 193. engrossing & illuminating 
46. scratchboord 
a = 148. stock photos 194. labels 
sculpture 149. strobe 195. letter services 
18 silk screen RETOUCHING 150 testimonial 196 lithography 
small space ads 151. three-dimensicnal 98. photoengraving 
re spots 98. art 152. trick photography 197. multilithing 
5). tempera 99. carbros 153. VIPs 99. poster printers 
52 trade marks 100. color toning (other) 200 poster printers 
10). dye transfer 201 printers, letterpress 
3. typographical design nd , 202 | i 
8 102. feshion PHOTO REPRODUCTION 202. silk screen printers 
ash N pies . an a ° 
] drawing, b&w 3. Flexichrome SERVICES a 3. typographers, hand ; 
ara J 104 ndustrial 204. typographers, machine 
56 wood engraving 105. Kemart 154. b&w prints in quantity 205. typography, old-fashioned 
(other) 6. photo, b&w 155. carbros (other) 
ART STUDIO LISTINGS PHOTO 
creative posters 207. (List any or all on order form) motion pictures 
design presentations children product 
direct mo retouching fashion reportage 
stration service food slide films 
oyout TV art illustration still life 
ettering (other) industrial TV 
mechanicals interiors (other) 
packaging location 
ART PHOTO 
20 209. 
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MORE 






VERSATILE 
FINGERS 
ON HAND 
TO 
SERVICE 
EVERY 


DEMAND 


illustration 
humorous 
decorative 
mechanical 
general 


design layout 

lettering 

retouching 

assembly 

distinctive creative art work 

specializing in: point of purchase displays, 


direct mail pieces, booklets, brochures, 
annual reports, TV slides, posters & slide films 


185 NORTH WABASH, CHICAGO 1 
FRANKLIN 2-0O287 
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PROCESS COLOR 


SHORT RUN—LOW COST—2 WEEK DELIVERY 
FROM ART OR TRANSPARENCY 
THE NEW EASTMAN KODAK SHORT RUN OFFSET COLOR PROCESS 


NOW COMMERCIALLY AVAILABLE IN NEW YORK CITY 


JAMES R. ROSE COLOR LABORATORIES 


611 THIRD AVENUE (AT 40th ST.) N.Y.C. MU 4-5560 


OUR OTHER SERVICES INCLUDE 


Ektachrome duplicating and stripping — Dye transfer 
Ektacolor film services — Color corrected separations 


CALL OR WRITE FOR FURTHER INFORMATION 











xacto’ knives... eS —— 








FLAMINGO 


a: = essential at new larger 
#2 X-ACTO KNIFE—60¢ quarters 


to serve you 
better 


|2-== GRAND 


















artists’ 


#5 X-ACTO KNIFE—$1.20 


—=s 2_ 


_ an] 3 tools 


#3 X-ACTO PEN-KNIFE—$!.00 











in every artist’s equipment belongs an X-acto knife. 
In addition to its constant usefulness for cutting, trim- 
ming and making mats, the X-acto knife is an impor- 
tant drawing tool. It was designed for and can be 
used in many media—scratchboard, friskets, woodcuts 


and many more art projects. flamingo art ; 

The many different blade shapes make the X-acto material SErvice inc. 
highly versatile...and blades can be quickly changed 

to keep X-acto knives always factory-sharp—always DE-7-1946 


Drafting and 


ready. 

Send for booklet *'12 Technics for Artists’. ..'’ include 10¢ tni 

to cover postage and handling. (Illus., 28-page X-acto Cat- ever Y Inq ; ° 
pein for’arty birds" drawing supplies 


48-41 Van Dam St., L. 1. C. 1, N.Y. dept. K11 
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KARL HUEBNER 
JOHN DAVENPORT 
GREG CORBY 
CHARLES SOMERVILLE 
GEORGE WHITE 
LARR Y NEWBERRY 


ED 
ee } \ . = WARD ATKINS 


CHARLES SCHRIDDE 
F; 
ERREL DANI py 
RICHARD A. CLARKE 


ROBERT L. SUTTON 


¥ TOM CARMACK 
WRENCE BARANOViIc 


JAMES FLATT 


RITA G4u THIER 


CLARKE: SUTTON: CARMACK ine. 


(deneing Wis "(Formerly - Robert Thom Studio) 
1750 BUHL BLDG., DETROIT 26, MICHIGAN, WOodward 1-6896 


November 1954 









is Amused 


He chuckles at the astonishment 
expressed by a skeptical 

client. ‘Delivery by Monday" 
was the promise and thus it 
was. Promises and perform- 
ance are articles of faith 

to Mr. S, who observes 

both with reverence. 





PRODUCTION SERVICES 
FOR SALES PROMOTION 


Sales Kits © Loose Leaf Binders 
Catalog Covers @ Spiral © Plastic 
Easels ® Bookbinding * Presentations 
Mounting © Merchandise Displays 


package design 











the 





a scene from an 
award winning 


television 


commercial 
produced for 
Young and 
Rubicam, Ince. 


client: 


Taystee Bread 


cartoonists 


100 EAST OHIO STREET, CHICAGO « SU 7-2755 








way’s standard 
viewers 


Used by 25 leading 
New York color plate makers a 
Write for information 





Chappaqua, N. Y. 
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good art deserves 
spray-fix 


e dries flat 








(continued from page 71) 


2. To feature in a legible and distinc. 
tive manner the product names (Krex, 
Kalginate, etc.) to enable the dealers 
to fill orders easily and accurately, 


3. To clearly distinguish the various 
kinds and colors of any one product to 
enable the dentists to use the products 
efhciently and dealers to fill orders easily 
and accurately, 

4. To consistently promote the brand 
name, Lee Smith in a new trade-mark 
form and thus provide the company 
with an idez.tification device, and 


5. To carry the reputation of the firm 
from one product to another through- 
out the line and generally create a bet- 
ter impression. 


With these functions well in mind, 
the Dickens design team selected shapes 
of bottles, determined proper label sizes, 
and outlined the other general require- 
ments of size and space for the principal 
packages of the line. The new Lee Smith 
trademark was designed. It was an oval 
with a diagonal slash mark at the left 
end and with the name in a distinctive 
style of lettering in the oval. The trade- 
mark was designed to be as direct and 
simple as possible, with a clean, con- 
temporary appearance that would be 
very easy to recognize and remember. 
The lettering was a classic style, remi- 
niscent of manuscript lettering, to give 
the trademark an “ethical” appearance. 
The trademark was designed to have a 
long life expectancy. Because the word 
“Certified” had long been associated 
with the name Lee Smith, the phrase 
“Certified Products for Modern Den- 
tistry” was made a part of the trademark. 

With the new trademark as the key 
element, layout studies were made of 
various labels, cartons and other pack- 
age forms. The design had to be flexible 
enough to be used on a wide variety of 
packages and in many sizes. The layout 
was made as uncluttered as possible to 
give the product name, trademark and 
color designations an opportunity to 
stand out and to give the packages the 
greatest amount of prestige appearance. 

When the general appearance was de- 
cided upon, color studies were made. 
Black and a special pink on white were 
the colors chosen. The color scheme was 
appropriate for the line of dental prod- 
ucts, and didn’t resemble the colors used 
on any competitive packages. A distinc- 
tive style of lettering was then developed 
for the product names. 

When all of the design details were 


(continued on page 109) 
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THE ROMANS HAD TWO WORDS FOR IT: 


«© CAVEAT EMPTOR 


Sa 





. but whichever printing process your heart dictates (or the exigencies of the situation 
deni ) you can rest assured, if you specify type from a MONOTYPE* caster you will never 
have cause to remember, painfully, the old saw quoted above. For whether it be set in 
Saskatchewan or Cincinnati, composition from ‘Monotype’ machines has uniform, 
inherent standards of quality which make it a safe, dependable ingredient for any 
fine printing recipe . . . be it fish or fowl or good red herring! 


LETTERPRESS 


ads or folders—books or booklets—from type, 
stereos or electros.. .will print better and mould 
better from the uniform, deeper drive printing 
surface of types cast on a ‘Monotype’ machine. 








OFFSET lithography sparkles with brilliance in direct proportion to the crispness of the 
reproduction proofs furnished your lithographer. A type form from a ‘Monotype’ caster is 
even all over and yields magnificent repro proofs for just that reason. 


GRAVURE 


positives are frequently type printed on clear acetate. 
Nothing, and we repeat nothing, in the field of 
machine typesetting performs this ticklish, difficult task 
with the case and nonchalance of a ‘Monotype.’ 

So, relax, spend your creative time creatively, tell your 
composition house how you feel about single type 
composition .. .machine-set single type composition . . . that 
is, type sct on ‘Monotype’ machines! 





Set in ‘Monotype’ Bembo and Hadriano. 
The wood-engravings, illustrating the basic principles J A NSTON MONOTYPE CORPOR AT ION 
of the three most-used printing processes are by 
John De Pol. *The name MONOTYPE is a 


registered U.S. trademark. 261 Madison Avenue, New York 16, N. Y. 
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said the Schweppesman 





“It's monosyllabic,” 


: 











676 North St. Clair Street 


chicago messed reli = 


SUperior 7-9717 


92 





Our many clients 

require that we be 
versatile photographers 
in black and white, 
transparencies and 
carbros. 

| WINNER OF MEDAL AWARD 
The Art Directors Club 
of Chicago — 

22nd Annual Exhibition 
of Advertising and 
Editorial Art. 
photographers: 

Steve Heiser 


John Kaspar 


stephen 


eise 
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vhat’s new 


KNOLL INDEX OF CONTEMPORARY DESIGN. 
A omprehensive guide to collection of 
K» oll furniture and textiles designed 
by Herbert Matter. Published by Arts 
In-., 667 Madison Ave. $5.00. 


COPPER ENAMELING KIT. An electric oven, 
included in the kit. It heats on AC or 
DC current to a temperature of 1500° 
Fahrenheit, and is glass domed to per- 
mit complete visibility for greater ac- 
curacy in firing time required. Also in 
the kit is a 27 piece set of copper blanks 
for making earrings, broaches, cufflinks, 
ashtrays, etc. A complete set of enamel- 
ing tools is included. Manufacturer is 
Craftint. Kits are available at art sup- 
ply stores. 


NEW RETOUCHING PROCESS. In the Imbi- 
Carbro print, color, in the form of trans- 
parent dyes, is applied to the print 
and will be absorbed in proportion to 
the color value of the original subject. 
No photographic quality is lost in the 
process, which was developed by Evans 
Color Laboratories, 41-37 24th St., Long 
Island City. The original image is re- 
tained and any or all color applied may 
be removed to the exact extent required. 


PHOTOGRAPHIC COLOR NOTEBOOK. Detailed 
information on color duplicating, re- 
touching and processing that every pro- 
duction man, art director, photographer 
and engraver should learn. Additional 
articles on color transparency emulsions, 
dye transfer and carbro prints, Flexi- 
chrome, color composites and assemblies, 
art reproduction in color, color roto 
characteristics, color offset and _ letter- 
press characteristics will be supplied 
periodically. A comprehensive under- 
standing of the various color processes 
available on the market today will be 
i gained by reading this material. Robert 
Crandall Associates, 222 E. 46 St., New 
York 17, N. Y. 





™’~ 2 
Tata 0) a tal 


VACATION EUROPE WITH YOUR COLOR CAM- 
ERA. This new Kodak book gives photo- 
graphic information to the traveler in 
Furope, with suggestions as to what 
equipment to take, a list of phrases in 
ten languages to help get better closeups 
of people in various countries, and how 
to take interesting pictures of people 
and scenery. There are 47 illustrations 
in color of European scenes, with ex- 
posure data on each. 50. 


(continued on page 9 7) 
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EKTACHROME 


o-— 
-—-— 


Made in all sizes from any 
Here at Kurshan & Lang 
controlling color is a highly 
specialized art. Duplicating 
Transparencies better and 
faster is but one of the many 
miracles performed in this 
complete color workshop. 


type of flat artwork or film 

to exact scaling for perfect 
engraver’s composites. Color 
corrected and balanced to sat- 
isfy the most critical color 
advertiser, agency A.D. or P.M. 


FREE! Get all the fir 


Other services include: 


e@ EKTACHROME PROCESSING 
e@ DYE TRANSFER eo CARBRO 
Color Prints for Reproduction 
@ FLEXICHROME MATRICES i a 
e@ MASKING e@ PRINTON e@ SLIDES etc. No charge 


t hand facts 


Kurshan élang 10 E. 46 St.,N. Y. 17, MU 7-2595 


| PAO) fd Oe ae ona 








editorial & advertising 


photograph a 


77-3717 


carnegie hall: 57th street - plaza 











EKTACHROME RETOUCHING 


helen CU ee 


201 EAST 40 ST., N.Y. 16 * MU 7-2839 
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Aut Directors vou 
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MECHANICAL 








PHOTOGRAPHY 





FOOD STILLS COLOR PRINTS 
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WORKING KITCHEN f 

... these are but a few of the many 
services which combine to give the 

finest art to the nation’s advertisers. Prom 

Comp 

Art a 

Servic 

100 EA 

Bielefeld Studios, inc. CHIC: 


35 East Wacker Drive * Chicago 1, Illinois 4 * WH 


Telephone: FRanklin 2-70SS 


© Art Director 








AREAS 


Promotional Arts, INC. 


Complete 

Art and Photography 

Service 

100 EAST OHIO STREET 

CHICAGO P 
WHitehall 4-3090 f/ 


Jb 
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Thinking of 


calling 


| Promotional Arts? 
J 








we've moved 





our new efficiency engineered” plant, 
at Dearborn Street and the River, 
gathers our TYPOGRAPHY 
ENGRAVING aid PRINTING departments 


under one roof 


on two streamlined floors. 


corporation 
320 N. DEARBORN ST., CHICAGO 10, ILL. 


WHITEHALL 4-2300 
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produce quality 
Hand Lettering 


im practically uo time at oll 






All standard sizes from 
 I2pt. to 144pt. A tremendous selection 
of display type, too 


Over 800 styles and sizes 
to choose from 





We admit it . . . the Filmotype photo com- 
position unit has no talent for layouts or finished art. 
But where there’s a call for hand lettering or display 
type, Filmotype can’t be beat! Can’t be beat for 
economy of time—takes a minute or two for a complete 
hand lettered headline! Can’t be beat for quality—you 
get razor sharp, jet black proofs always! Certainly can’t 
be beat for convenience—it’s desk-top size, operates 
with a flick of a finger! There’s even a built-in ‘“‘color”’ 
system to automatically correct letterspacing! 













A 


Filmotype does lots more . . . and Goad a 
can do a great deal for you! Write . s. 


today for a FREE demonstration and ._ nartant dollars 
: e's imp? + 1f you 









for full details. — cents ne poo § for hand 
a ’ 
spend $4 Hd display on 
in 
Film 
FILMOTYPE ...:. «01 as 





60 W. Superior Street, Chicago 10, Illinois INVEST 
4 W. 40th Street, New York 18, New York 
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what’s new 
(continued from page 9 $) 


URGES KIT. An introduction to the 
urges Process is offered in a kit con- 
ning adhesive sheets, Transopaque 
r line separation, bow sheets for high- 
hting and retouching photographs, 
urges sheets to prepare color copy 
parated for the camera. Kit includes 
cxamples to work on, instructions and 
| necessary working tools. $5.00 at art 
supply dealers. 


SLEEVES. A new type of sleeve, with one 

de clear and one translucent, is offered 
at Jack Ward Color Service, 694 Third 
Ave., New York 17, N. Y. 


LETTERING BROCHURE. Accents on Letter- 
ing Styles is a brochure offered by Tony 
Paul, 46 W. 46 Street, N. Y., JU 2-2830. 


VOIGTLANDER CATALOG. Describes line of 
lenses, cameras, accessories. Free. Wil- 
loughby’s, 110 W. 32nd St., New York 1. 


(continued on page 108) 
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COLOR! 





JACK WARD 
color service 






694 Third Ave. 


NEW YORK 17, N.Y. 


MU 7-1396 


for free midtown pick-up 





a duplicate 
transparency 


dye transfer 


service for 
advertisers! 






and 





print 






















Cover Designer 


Norman Perman 
spent two years in the Navy as a Re- 


Born in Chicago, 
cruiting Division artist. Studied at 
Northwestern and a B.F.A. from the 
Art Institute followed in 1951. He 
worked with Everett McNear for two 
years, leaving for additional study and 
travel in Europe. 

Perman is a member of the Artist’s 
Guild of Chicago and the S.T.A. with 
whom he has exhibited both fine and 
advertising art. He wzs awarded a 
scholarship last spring by the S.T.A. 
for the Villemot poster course. 

Now, at the age of 26, he operates 
his own studio, specializing in direct 
mail and booklet design, and decorative 
illustration. In addition, he serves as 
consultant art director to the Frederic 
Ryder Co. Typographers. His work has 
been used by G. D. Searle & Co., Web- 
ster-Chicago, Celotex, B. Kuppenheimer 
Co., and Putman Publ. Co. 
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EKTACHROME 
PROCESSING 
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ps fed Le vington Aue ; 
Murray Hill 6-2008 

















HARRY C. DECKER, INC. 


CARBRO & DYE TRANSFER 
FROM TRANSPARENCIES 
AND SEPARATION 
NEGATIVES 
* 


MU 5-4295 
404 Fourth Ave. - Room 1507 











T PERSONNEL 
an STN /N Ir“ 
“Jobs Unlimited* places more 
art personnel than any other 

agency in America.” 


1 5 oltad, 





*advertising p 


16 E. 50th St., N.Y. 22 ¢ PL—3-4123 











Collins, Miller & Hutchings 1Nc. 
AMERICA’S FINEST PHOTOENGRAVING PLANT 
have a New address 


SE. CORNER 


Lake & Wacker 


CHICAGO 











BRUCE WELLS STUDIO 
RETOUCHING 


8 SOUTH MICHIGAN AVENUE CHICAGO 3 ILLINOIS 









Diana’s chased. . . 


design and illustration problems pursued 


NORMAN PERMAN 


510 N. Dearborn St./ Chicago 10 / MI 2-3900 


* Diana, goddess of the chase; see this month’s cover. 
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trade talk 


ART DIRECTION ATLANTA: Pat 


Holland to assis- 
tant AD, Mitchell WerBell . . . BEVERLY 
HILLS: Dan R. McFadden to Arthur Meyer- 
Hoff & Co. as AD ... BOSTON: Warren 
Manning. formerly with H. B. Humphrey, 
Alley & Richards to AD at Lloyd Advertis- 
ing . . . CHICAGO: Marvin Gordon & As- 
sociates named Ted Link AD .. . Leo Bur- 
nett Co. appointed Emrich Nicholson West 
Coast AD .. . DETROIT: Paul F. Samuelson, 
formerly with Korcher, Hilton & Collett, Day- 
ton agency, and George M. Guido, formerly 
with Grey Aav., New York, have joined 
Campbell-Ewald Co. in the art department 
. . . LOS ANGELES: Si Lam to art director, 
Doyle Dane Bernbach . . . William L. Jong 
from Wilson-Beesler Studios to Motti & Site- 
man Adv. Byron Reynolds joined 
Charles Bowes Adv. as art and production 
director . . . MINNEAPOLIS: Ray Kruskopf, 
co-art director, named an associate and 
member of the board, Olmsted & Foley... 
NEW YORK: Michael Gillen, formerly art 
editor, The Woman and Everybody's Digest, 
is now art director at My Baby magazine 
. .. James Berberian from Kudner to Gaynor 
& Co. as AD... Arthur Reichner, formerly 
art dept. head, S. Klein, is AD, Cavanaugh- 
Shore & Co. . . . James D. Egelson to tv 
art director, Geyer Adv. . . . Harvey Toback 
is AD at Harriet Romain Advertising, was 
with Irving Serwer . . . Harry Steinfield is 
now at 77 Washington Place, New York 11, 
Oregon 4-3078 PHILADELPHIA: Ben 
Grim to AD for Walter S. Chittick Co. ... 
SEATTLE: Bob Woodcock is now AD at 
F. E. Baker & Assoc. . . . WASHINGTON: 
Robert Haney Dellett to House & Gerstin 
Adv. as AD... 


ART & DESIGN CHICAGO: William 
E. Nelson and AD 


Forest Knoper have formed Advertising Pro- 
motions Inc. at 84 W. Washington Blvd., 
specializing in direct mail and p.o.p.... 
LOS ANGELES: Fred Kopp Advertising Art 
has added Fred Kopp Industrial Design with 
Donald 8. Robinson Jr. heading the art 
group. Location is 3107 Beverly Blvd. ... 
NEW YORK: Valerie Adv. Service Inc. has 
become Valerie Process Inc. at 635 W. 23 
St.. NYC 11, Chelsea 3-9109 . . . Robert G. 
Hazleton, formerly with Advertising Trades 
Institute, has joined the creative display 
division, Lutz & Sheinkman, lithographers 

. Angelo Vullo to the art department, 
Gramercy Advertising Co. . . . Ben Smolen 
Associates, formerly Lilro Art Studio, is now 
at 44 W. 44 St., MU 7-2698. Scope of services 
has increased; Miss Sandy Edmonson is rep- 
resentative . . . Lippincott & Margulies took 
over entire floor at 430 Park to make room 
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Anything on the Menu sf aword! 


Hand Lettering 

ready for reproduction. 
Unrestricted choice! 
NO MINIMUM! 
24-hour service. 

Order by phone, 

by mail or, ask 

for a messenger. 
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RAPID TYPOGRAPHERS, INC. 305 EAST 46th STREET, NEW YORK17 MUrray Hill 8-2445 





Every month, Art Director & Studio News sells more art and photography than any salesman. 


why? Because AD&SN visits with over 6000 buyers 
of art and photography every month. (Total circulation, 7300) 


It gets results. 


New York: Morton Bryer PL9-7722 43 E. 49th St., N.Y. 17 
Chicago: Ken Moeller Riverside 7-1630 1 Riverside Rd. 


Se at 
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Tscheuditz vs. Tomato... : 

Reproduction of a Tscheuditz isa cinch! _ printing more food editorial pages and more ty 

His ultra-abstractionist studies were seen by _—_ advertisements than anybody else. 178 

all of 187 ultra-art lovers during his one-man Letterpress process plates can also be ri 

show in Paris in 1947. Few people know what _ prepared from the same basic negatives used nor 

a Tscheuditz looks like. And fewer care! for gravure, to assure uniform reproduction 6 

But everybody knows howatomatolooks, from both processes. “a 

and should look! Food is the world’s hardest Gravure packaging also affords better nov 

subject to reproduce! To hit the prospect’s —_ reproduction, and lower costs on large runs. = 
palate and spark sales at the supermarket, the —Intaglio processes packages from copy to 

color, tone, texture and surface have to be _finished cylinders or flat plates for press. ro: 

somewhat better than nature! With sixteen years’ experience, more = 

than three hundred skilled craftsmen, day 

In the difficult food classification, Intaglio and night operation in New York, Chicago Al 

serves more of the nation’s largest and best _and Detroit plants, Intaglio can give superior Pr 

food advertisers because it delivers better | service at bottom costs. For the facts, call lan 

reproduction ... and prepares for gravure _ our nearest office. en 
E. 

~ EINTAGLIO SERVICE Corporation =| 

731 Plymouth Court, Chicago 5, Illinois, Harrison 7-8064 + 305 East 46th Street, New York 17, New York, Plaza 1-1130 i ” 
Intaglio-Cadillac, Inc., 4240 14th Ave., Detroit 8, Michigan, Temple 2-2550 + 1835 Lewis Tower Bldg., Philadelphia 2, Pennsylvania, Pennypacker 5-2019 

369 Pine Street, San Francisco 4, California, Douglas 2-6039 + 1932 Hyperion Avenue, Los Angeles 27, California, Normandy 4-2188 a 

adv 

Mfg 
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AM, LE eat 


ade talk 


for all four departments of the company 
‘ PHILADELPHIA: Photo-Arts Productions 
Inc. is sending out mailing pieces which 
serve a two-fold purpose—they are file cards 
as well . John B. Schneider art service 
is at 34 South 17th St., Locust 45829... 
Thomas D. Paff to the art bureau, N. W. 
Ayer.. 


AGENCIES CHICAGO: Marthens, 
Galloway & Simms 
moved to McGraw-Hill Bldg. . . . Elliot, Jaynes 
& Baruch now at 520 N. Michigan Ave. . 
Graphic Arts Assn of Illinois moved to 860 
N. Wabash Ave. ... DALLAS: Allen Adver- 
tising formed at 5600 East Mockingbird Lane 
. DENVER: Prescott & Pilz opened at 1765 
Sherman St. . . . HOUSTON: Bozell & Jacobs 
Inc. to 421 Caroline St. . . . JEFFERSON CITY: 
Jackson, Haerr, Peterson & Hall from 223% 
E. High St. to 300-304 Adams St. ... LOS 
ANGELES: Neale Advertising Assoc. moved 
to 8462 Sunset Blvd., West L.A. . . . MINNE- 
APOLIS: Kerker-Peterson and Assoc. have 
issued a booklet showing their staff at work 
and describing the various departments . 
Phil Bradley Advertising Agency has becoae 
Bradley-Fyten-Rian . . . NEW YORK: Delphi 
Advertising has been formed at 1620 61 St., 
Brooklyn and will specialize in technical and 
industrial adv. . . . Ogilvy. Benson & Mather 
to 589 Fifth Ave. . . . Edward M. Meyers to 
175 Fifth Ave. .. . David J. Mahoney now 
at 261 Madison Ave. ... Ben Smith moved 
to 347 Madison Ave. ... Al Paul Lefton Co. 
now at 71 Vanderbilt Ave. ... Reach, Yates 
& Matoon Inc. relocated at 720 Fifth Ave. 
. Biow Company has become Biow-Beirn- 
Tiogo, effective Jan. 1 .. . Grey Advertising 
now located at 430 Park Ave... . Albright 
Associates Inc. moved from 40 W. 57 St. to 
730 Fifth Ave. . . . SEATTLE: Blitz relocated 
at 2519 Fifth Ave. VANCOUVER: 
O’Brien Advertising Ltd. now in its own 
building at 1455 W. Georgia St.... 


ADVERTISING Walter T. Powers, 
formerly AM & SPM 


PROMOTION Higbee Co., Cleve- 


land, to director of publicity and sales pro- 
May Co.'s four Southern Calif. 
stores, with headquarters in L.A... . Charles 
E. Burns upped to AM, American Optical 
Co., Southbridge, Mass. . . . Don H. Stringer. 
formerly AM, Jewel Tea Co., to the sales 
staff, Whitaker Guernsey Studio, Chicago 

. Seymour Finkelstein appointed general 
sales manager, Van Heusen Co. of Canada, 
Ltd. . . . Bruce E. Ellithorpe to director of 
advertising and public relations, Axelson 


motion, 


Mfg. Co., Los Angeles . . . ToroeManufac- 
turing Co., Minneapolis, appointed H. R. 
Johnston Jr. AM and SPM .. . Allan F. Wil- 
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WESLEY BOWMAN STUDIO ¢ Photography 
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We offer you 

the services of 

a group of the finest 
advertising artists 
in Los Angeles and 
New York 


=) 
vast representative 


artes E. Cooper, sn 


DUNKIRK 9-3118 
3107 BEVERLY BLVD; 
LOS ANGELES 57, CALIFORNIA 


LuV SNISILUSAGY 








Qualily 


FLEXICHROME 


oe 


SERVICE 
DEPENDABILITY 
UNLIMITED PRINT SIZE 





SAVE TIME WITH 
THE RIGHT PRINT 


TECH PHOTO LABS. 


14 EAST 39th ST., N.Y.C. + MU 3-5052 
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FLEXICHROME 


Hersh-Mastro Studios Inc. 
2 E. 44th Street, New York, N. Y. 


MU 7-4967 








Color 
Retouching 


Exclusively 
‘on Dye Transfer 
and Carbro Prints 


Kennett Studio 


139 E. 52 St. N. Y. C. 
PL. 8-0542 
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AMERICA’S LARGEST 


wont» An ond seu, ro wove co ...| 1 MESSENGER SERVICE 


Robert Frost now AM and director of mar- 
keting, National Pneumatic Co. Inc. and its 








Holtzer-Cabot Divisions, Boston . . . Shatter- 

proof Glass Corp. named Herbert F. Webster 15 Branch Offices Cc 
to AM ... Vincent Anson to adv. and mer- 250 Messengers ] . 
chandising mgr., Nesco Inc., Milwaukee . { 

Robert M. Van Brundt, to AM, Motorola, Inc., Over 100 Trucks ‘ 

Chicago .. . W. E. Saylor upped to AM and ' , ') 

SPM, Kelvinator division, American Motors © Two Freight Terminals 

Corp. . . . Robert C. Myers to Upholstery e Bonded Employees j 

Leather Group, New York, as SPM... 

Russell E. Conley now AM and SPM, RCA e Full Insurance 

Victor Radio and Victrola division, Radio e 24 Hour Service 

Corp. of America, Camden, NJ. ... A. 


McLean Freeman, formerly advertising head, 
Bordens, is now AM, Permutit Co., New York 
. . . Edward L. Slater is now advertising 

manager, Paillard Products Inc... . William M & R C U R Yy 
J. Mauter to marketing manager, Diamond 


Match Co. .. . Seymour Margules to director MESSENGER TRUCKING 
of advertising, Western Union Telegraph SERVICE SERVICE 


Co., NYC . .. Kellogg Co. named D. F. j 
Brown, A. J. Finley and W. M. Pierce as j 
assistants to the advertising manager ... L Exin 6 TO . 2 ws 6 0 0 0 
Edmund W. Morris upped to brand AM, 
Bristol-Myers Products Division .. . Walter 1 -lel0]-) a) 1-41 ol eb 
D. Scott advanced to AM and SPM, Westing- 
house lamp division .. . Joseph N. Lopes, 


formerly with Shephard & Edwards, appoint- 
ed AM, American Gas and Electric Service 














Corp. . . . John M. Gallager, formerly with 
Howard Biddle Printing Co., is now AM, at . fully illustrated 
C. H. Wheeler Mfg. Co. . . . Philadelphia A 
. . Shepherd Welsh, formerly with Fuller Catalogs quality 
& Smith & Ross, is now AM and SPM, Cros- . 
man Arms Co., Fairport . . . G. Krueger art materials ) 


Brewing Co. appointed Edward H. Jewett ¢ : 
3rd as AM, succeeding David Bland, who Free! Write today. 


resigned . 






CAMPAIGNS is Christmas push by | = A.l. Friedman inc. 
U. S- Steel for appli | Hi 90 East 49 St., New York 17, N.Y. 


ances, ranges, refrigerators, dishwashers, 
freezers, etc. carries slogan “Make It A 
White Christmas—Give Her A Major Appli- 








ance” .. . $1,000,000 is behind Chock-Full 

O’Nuts Corp. drive for new all-method grind 

coffee. Via Donahue & Coe . . . Herman DAV/D DEAN 
Miller is giving biggest push ever to Eames 

chairs . . . and another biggest ever is Color Labs 


Ballantine's Liquer Blended Scotch, via Hir- 





shon-Garfield . . . First major ad drive for mean te ONE OF 
Ss . 
Remington International Records now under AND PRINTS > a s 
Sheet Film Dupes ost 
way. Duane Jones is agency ... more wool 35mm. Dupes Complete 
‘ ; Ektach 
gathering, or merging, as American Woolen Processing | on 
hi 
Co., Textron Inc., and Robbins Mills with Short Run Printing Laboratories 
sales etc. for combine handled under name MUrray Hill 9-3770 asx oper to 
Amerotron Inc. doubling last year's Stamford, Conn. 
nae m Stamford 4-3775 
budget is Sunbeam Corp., with large hunk GRAYBAR Bldg. 
N.Y. 






for TV. Exact totals not available, but among 
other items there’s 30 color pages in Life 
and SEP. Agency is Perrin-Paus Co... . 
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VISUALIZING 
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TRACING PAD 
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layout and sSuatizing 


J pads. 


the layout man .. . advertising and commercial artists 
Apt 
@ Dalton, t 
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W, yr tre se" sample pads. 


bienfanhg paper company, inc netuchen, neu Ve rsey 














Painstaking French craftsmanship has produced 
this ‘‘precision tool’’ Lucida of nickeled brass, with 
three draw telescopic slide tubes that provide exten- 


sion to 25 inches. In velvet and elt ined block 
The UNIVERSAL CAMERA LUCIDA is equipped (CAmena LUCIDA isa terrific 


with 12 focusing lenses; six to permit the smallest volve, at JOSEPH LY 75.00 
reductions with complete clarity. This wide range of Also, the UNIVERSAL CAMERA 
lenses, coupled with accuracy and simplicity of opera- = LUCIDA in polished brass, with 


. , d telescopic slide tube, 
tion, leave no choice but the finest...UNIVERSAL = 0 Sin oes 12 focus. 


i len i loth lined, polished 
CAMERA WLI. et an 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| Phone and Mail Orders filled 


—~ 
JOSEPH MAYER CO., INC. 


5-9 Union Square West * New York 3, New York. © AL 5-7644 
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Kurt H. Volk, Inc. 
TYPOGRAPHERS 
228 East 45th Street 
New York 17,N.Y. 

















trade talk 





Ac’cent is also scheduling its heaviest drive, 
via BBD&O .. . Seabrook Farms (N. W. 
Ayer) following personnel shifts is intensify- 
ing its ad and promotion campaigns... 


PHOTOGRAPHY New address of 
Evans Color Labo- 


ratory. 41-37 24th St., Long Island City, N. Y. 
Stillwell 6-6114 . . . Marvin Saunders to stu- 
dio manager, Henry Dravneek Associates, 
214 E. 41 St., N. Y. C. .. . Pergament Color 
Labs, New York, have motorized their de- 
livery boys: they now have a motor scooter. 
Minor White exhibited his work at 
‘Limelight coffee house, New York, from 
Sept. 28 to Nov. 5... Scotty Sapiro of 
Stephen Fay Studios has an exhibit of his 
work at Anderson & Cairns, 488 Madison 
Ave. during the first two weeks of Nov. 
. David Savitt of the Camera Dept., 
Kling Film Enterprises, has been elected a 
member of American Society of Cinematog- 
raphers . . . H. James Christy, manager of 
the portrait photography advertising divi- 
sion, Eastman Kodak Co., and Donald D. 
Storing of Ansco were named honorary 
masters of photography by the Photogra- 
phers’ Association of America . . . Bebell 
& Bebell Color Laboratories added two sales 
reps: Barbara Carr and Gaston V. Baltaxe 


TELEVISION Robert B. McKenna, for- 


merly of Motion Dis- 

plays; Edmond Burke, formerly of Towle 
Food Products; and Cameron Applegate, 
previously with Galbreath Film Productions, 
have been named motion-picture account 
executives at Kling Studios Motion-Picture 
Television Enterprises, Chicago . .. Clair 
Callihan, formerly with Leo Burnett Co., is 
now tv production director, Earle Ludgin 
& Co., Chicago . . . James Harkey. film pro- 
ducer at McCann-Erickson, has joined Geyer 
Advertising, New York, as film supervisor 
. Don R. Schwab is now manager of 
film production, William W. Harvey, L. A. 


PRODUCTION Sigmund Harris to 


PM, Kastor, Farrell, 
Chesley & Clifford Inc., New York; was with 
Foote, Cone & Belding . . . W. T. Sorensen 
& Associates, Chicago studio, appointed 
Robert Everhart production manager... 
Paul C. Offermann, formerly of F. J. Offer- 
mann Art Works, is now production man- 


ager, Harold Warner Co., Buffalo . . . John 
T. Dewey from J. R. Pershall Co., Chicago to 
Allen & Reynolds, Omaha, as PM... Ad- 


vertising Production Men of Los Angeles 
elected Al Schoenfield. Neale Advertising, 
president .. . Mercready, Handy & Van Den- 
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STOWELL 
STUDIOS 


INC. 








For hire to the discriminating. An outstanding 
assembly of specialized talent capable of solv- 
ing your art problems with eye-catching distinc- 


tion. Complete... competent... and in Chicago. 


Stowell Studios, Inc. : 430 North Michigan Ave.: Michigan 2-4265 
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of art 


high quality 
incorporated 2300 Guardian Building + Detroit 26, Michigan « WO 5-0560 








trade talk 





burgh, Newark, appointed Joseph J. Stocki 
secretary. Stocki is production manager... 


TYPOGRAPHY Gordon L. Monsen 

appointed president 
of Monsen-Inc., adv. typographers of Chicago, 
Los Angeles and Washington, D. C.... 
American Federation of Labor, at the 73rd 
convention in L.A., passed a resolution pay- 
ing tribute to Ottmar Mergenthaler, inventor 
of the Linotype .. . 


MEDI A Tempo becomes Tempo & Quick 

. Lightolier, Inc., is publish- 
ing a new external house organ, Portfolio 
News .. . Parade has moved from the Chrys- 
ler Bldg. to new and larger quarters at 285 
Madison Avenue, New York; Detroit office 
also moved to 28 West Adams St. .. . New 
publications: Letter Perfect. published by 
Frank S. Roberts Jr., P.O. Box 7, Cleveland 
Heights 21, will be devoted to business com- 
munications; Office Equipment News will be 
published in March 1955 by J. J. Wallace, 
Holliday Publications Ltd., 146 Bates Road, 
Montreal 8, Canada. 


EXHIBITS Associated American Artists 
Galleries: thru Nov. 13, Alex- 

ander Archipenko, 50 years of sculpture; 
Harry Engel, recent oils . . . Bonniers, 605 
Madison Ave.: Ceramics, glassware, paint- 
ings on clay, wood carving, furniture, fabrics 
designed by dozens of artists from Italy, 
France, Spain, Scandinavia and Germany. 
Designs are a varied commentary on con- 
temporary tastes in Europe . . . Limelight. 
91 Seventh Ave. South, NYC: Nov. 5-29, pho- 
tography by Grant Lafarge ... Mi Chou 
Associated Chinese Artists, New York: Nov. 
4-Dec. 23, Chi Pai Shih, paintings ... Museum 
of Modern Art: thru Nov. 14, American 
Prints; Nov. 24-Feb. 13, European Prints 
. . Old Philadelphia Custom House, 420 
Chestnut St.: Karl Koehler, 3-D Christmas 


cargs ... 

PERSONAL Edith Chatten. former 
Membership Secretary of 

American Institute of Graphic Arts, is now 


associated with New Directions, placement 
service in New York which specializes in 
advertising and 


placement of publishing, 


graphic arts personnel. 


DEATHS James Cecil, board chairman 
of Cecil & Presbrey, Inc., New 
York . . . Andre Derain, French Les Fauves 


painter . . . Harry C. (Bud) Fisher, cartoonist 
and creator of Mutt and Jeff .. . Lawton S. 
. Hy Mayer, car- 
editor and vaudeville per- 


Parker, American artist . . 
toonist, author 


former. 


COLOR: FUL 














201 Colors La 
including RADU 
4 tints and papers 


3 shades of ea. 
8 graduated tones of grey and black. 


COLOR-FUL papers have a sa 
working surface... takes pencil, ink, tem- — 
pra, or any medium. Coated with non-bleed f 
colors...can be erased or washed off 
with cotton. Will not stain from rubber ce- 
ment. Will not wrinkle when wet. Has body 
and weight. A must for you if you use colored 





BOARD in 8 shades of grey and 
black. Ideal for TV use. Sturdy 14 
ply weight. 


@ COLOR-FUL Swatch Book... $3.00 F 
Competitors’ price ea. 3.75 

@ COLOR-FUL Sheets 18x24 ea. .20 
Competitors’ price ea. .25 


@ COLOR-FUL Board 30x24 ea. ; = 
Competitors’ price ea. 


all. [Herbert ( 


ART MATERIALS 
10-63 Jackson Ave., L.1.C. 1, N.Y. 
RA 7. 


















PERGAMENT COLOR 
LABORATORIES INC. 


REPRODUCTION PRINTS 
DYE TRANSFERS 
DYE STATS 
Ektachrome Processing 
and Duplicating Service 


20 E. 49th St.. New York 17, N. Y. 
Plaza 1-0655 
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continuities / comic strins / light illustrations 
spots / comic books / booklets / tv story boards 


DON KOMISAROW STUDIOS 


LAckawanna 4-1590 
11 WEST 42nd STREET, NEW YORK 36, N. Y. : 
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Just a few of our many new styles. ” 


So very Modern and smart 


yet with a. {oan fon &tle 
to meet discriminate eyes 


and reflect such good taste! 

















Product 
Illustration 


Santone same-size hand-engraved 
line artwork shows all the detail, 
all the textures, full shading. Rich blacks and pure 
whites sparkle with realism, produce maximum 
effectiveness in newspaper and magazine campaigns. ul 
Santone is made from photo or merchandise, will 
print clearly on any kind of paper by any printing Ot ll 
process. Etch proofs will enlarge, reduce, paste up. rip Ora nge. 
Block will electrotype for jobber catalogs, dealer mats. Wari | 
Saves combination plate costs, both letterpress and op : 
offset. We will quote immediately on copy; or UMnaIntiTT 
write for free portfolio. Fast delivery everywhere 
in USA and Canada. 


SANDER ENGRAVING CO., Inc. 
542 S.DEARBORN ST., CHICAGO 5, HA 7-2082 
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See us Booth 32, Advertising 
Essentials Show, Biltmore, 
New York, November 15-18 
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WASTE 
NO 
TIME 
LOOKING 
FOR 
THE 
BEST 
IN 
MECHANICALS 





PASTE-UPS UNLIMITED 
200 W. 58 ST., N.Y.C. 


COLUMBUS 5-8688 











FIVE YEARS 
eo] 
ADVERTISING 
ART IN 
CLEVELAND 








what’s new 





(continued from page $7) 


PHOTOENGRAVING MONOGRAPHS. A series 
of monographs intended to aid photo- 
engraving buyers has been prepared by 
Laurence Inc., 547 South Clark Street, 
Chicago, Ill. The third in the series 
is on Multi-Color Line Process. It ex- 
plains the method, illustrates some of the 
problems, provides a check list and a 
glossary of terms. 


TYPE SHOWINGS. Ten new sheets of dis- 
play faces have been issued by Philmac 
l'ypographers, 318 W. ggth St., New York 
18, N. Y. Showings include Caprice, Ric- 
cardo, Palette, Salto, Steelplate, Banco, 
Post Roman, Post Title, Mona Lisa, 
Royal, Derby, Stop, Clarendon, Nor- 
mandie Condensed, Mademoiselle, 
Saphir, Delphian, Shadow, Bon Aire, 
Marble Heart, Old Bowery, Umbra, Ad- 
miral Script, American Unical, and sev- 
eral other display faces. Specimen sheets 
are available. 


(continued on page 109) 
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LEGAL NOTICE 


Stutement required by the Act of August 24. 
1912, as amended by the Acts of March 3, 1933 

d July 2, 1946 (Title 39, United States Code, 
Section 233) showing the ownership, manage- 
ment and circulation of Art Director & Studio 
News, published at New York, N. Y., for Octo- 
ber 1, 1952. 

1. The names and addresses of the publishe: 


editor, managing editor and business managers 
are Publisher, Art Director & Studio News 
Editor, Edward Gottschall; Business Manager, 
Don Barron, all of 43 E. 49th St., New York 17, 


N 


The owner is: (lf owned by a corporation 
its names and addresses must be stated and also 
immedi:ntely thereunder the names and addresses 
of stockholders owning or holding 1 percent o 
more of the total amount of stock. If not owned 
by a corporation, the names and addresses of 
the individual owners must be given. If owned 
by a partnership or other unincorporated firm, 
ts mime nd address as well as that of exch 
individual member, must be given.) Art Directo: 
& Studio News, Don Barron, both of 43 E 
19th St., New York 17 ih Be 


The known bondholders, morteagees, and 


other security holders owning or holding 1 
percent or more of the total amount of bonds, 
mortgeaves, or other securities are: None 


4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder «ap- 
pears upon the books of the company as trustee 
or in any other fiduciary relation, the name of 
the person or corporation for whom such trustee 
is acting; also the statements in the two para- 
yraphs must show the affiant’s full knowledge 
and belief as to the circumstfinces and condi- 
tions under which stockholders and _ security 
holders who do not appear upon the books of 
the company as trustees, hold stock and securi- 
ties in a capacity other than that of a bona fide 
owner. ‘; 

». The average number of copies of each issue 
of this publication sold or distributed, through 

mails or otherwise, to paid subscribers dur- 

ne the 12 months preceding the date shown 

ubove was: (This information is required from 

daily, weekly, semi-weekly and tri-weekly news- 
papers only.) 

DON BARRON 

Sworn to and subscribed before me this 23rd 
day of August 1954. 
[SEAL] ABRAHAM ROSENBERG 

Notary Public 
(My commission expires March 30, 1956) 


BEST-TEST” never wrinkles 
— curls — shrinks. Excess 
rubs off clean 
FOR THE GRAPHIC ARTS A MUST. 
A size for every purpose. Sold 
by Stotionery, Artist Supply and 
Photographic Dealers every- 
where 


UNION RUBBER 


& ASBESTOS CO 
TRENTON, N. J 











COLOR PRINT 


Charles COLOR LAB & STUDIO 
800 LEX. AVE. TE 8-7525 N. Y.C. 21 
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_ TELEVISION 


and radio sets, all housewares . . . 
sales appeal photo retouching by 


Jorge SO. Mills 


101 WEST 42nd ST. © NEW YORK 36, N. Y. 
BRyant 9-9199 





‘ GAVDOS «. 


MOVED to 


146 East 46th ST 


PL 5-4269 


for Fine Advertising Art 
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package design 
(continued from page 90) 





worked out by Dickens, the coordinated 
design theme was presented to Erickson, 
who accepted it. The design was ex- 
tended to include all of the packages in 
the line and finished art or working 
drawings were prepared for all of the 
packages in the order determined by 
Erickson. 

The new design gave Erickson an ad- 
ditional advertising tool and served to 
accentuate the dealers’ interest in Lee 
Smith products. One problem which was 
created by the new design was the con- 
fusion in the minds of foreign dentists. 
They were reluctant to accept the new 
packages without personal assurances 
that the products were exactly the same 
as before. Consequently, the transition 
was made more slowly and required edu- 
cational efforts to gain complete accept- 
ance. 

All of the problems had been solved. 
The new group of packages had the 
desired appearance. The firm now had 
a good trademark. After the new pack- 
age had been on the market for a time, 
some of them were revised slightly, but 
no major changes were necessary. The 
design worked well. 





what’s new 





(continued from page 108) 


ILLUSTRATION BOARD. A new rough su- 
face illustration board, called #169, has 
been added to the Charles T. Bainbridge 
line. Its surface is especially adapted for 
pastels and charcoal, as well as water 
colors (either opaque or transparent). 


LEITZ CATALOG. E. Leitz Inc. is distribut- 
ing a new Catalog to Leica dealers. It 
lists equipment, accessories, descriptions 
of the various types of photography, 
charts of data on filters, lens, projection, 
exposure factors, field depth, etc. Cata- 
log is ring bound and additional and 
replacement pages may be entered from 
time to time. 


SNAPSHOT ALBUM. Eastman Kodak Com- 
pany has made available a Clear-Vu 
Protecto Album which will accommodate 
prints up to 8 x 10. It has 12 gray leaves 
for enclosure in clear folders supplied. 
The transparent folders are bound into 
a Mult-O-Ring binder. $6.95. 





More than 20,000 Stock Photos of 
CATS & DOGS 
CHANDOHA 
PICTURES 


Box 237A Huntington Station 
Long Island, N.Y. 
Huntington 4-8260 
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110 WEST 40th STREET 
LO 3 5140 


PE 6-7534 
GLAMOURITE MERCHANDISE 


NEW YORK 18 WY. 
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direct color copy 


Fast, low cost photocopy prints 
and transparencies in full color 


Speed. Chromastats are completed in 1 to 2 
days = time, compared with 10 to 12 
days for ordinary color products. Hew. Inter- 
mediate steps such as negative making and 
masking are eliminated. Chromastats are 
made by projecting image of original art 
work or flat copy directly onto special 
sensitized acetate base stock (for print) or 
onto film (for transparency). 
ly - Chromastats are grainless and dust- 
free. All colors, in the visible spectrum, are 
reproduced in line and halftone. Crispness 
of line definition is unmatched by any color 
photocopy process. 
Economy. Lower in cost than any other color 
photocopy. 
Service. Two complete Chromastat process- 
ing facilities to serve you: Standard Studies, 
, 540 No. Michigan Ave., Chicago, and 
Rapid Colorprint Service, 333A No. Brand 
Bivd., Glendale, Calif. Chromastat is an ex- 
clusive trade process developed by 


Rapid Colorprint Service 
Glendale, California 


110 





booknotes 


EIGHT EUROPEAN ARTISTS. Photographed and 
edited by Felix H. Man. British Book Center, $15. 
Cloth bound. 
Color and black and white photographs 
present the life and work of eight of 
Europes most outstanding artists: Bra- 
que, Chagall, Leger, Le Corbusier, Ma- 
tisse, Moore, Picasso and Sutherland. 
An intimate picture of the artist in his 
studio surrounded by his creations, or 
with his family, brings the reader into a 
feeling of personal relationship with the 
creator of the paintings or sculpture he 
has seen in museums or has read about. 

Poetry and other writings of the artist 
are presented in his own hand writing. 
Book is printed in three languages, Eng- 
lish, French and German. Except for bio- 
graphical notes on each man, there is lit- 
tle text. 

Graham Greene and Jean Cassou have 
written introductions saluting these eight 
great artists. 


NEW FURNITURE, Vol. 2: 1953/54. Edited by 
Alvin Lustig. Wittenborn. $8.50. 


The second annual report of interna- 
tional furniture design showing cross- 
section examples of industrial products 
from 14 countries. Selection shows 
graphically the progress of modern de- 
sign in furniture and decoration. Sev- 
eral designers have written analyses of 
problems and achievements in the field. 

A cross-section of student work pro- 
duced at Yale School of Design is pre- 
sented by Alvin Lustig. 


POSTER DESIGN, Tom Eckersley. Studio Publica- 
tions. $5.00. 


Addressed to the buyer and the student 
of poster design, this is a fully illus- 
trated how-to book. Covers equipment, 
color and printing, lettering, and various 
approaches such as humorous, dramatic, 
human interest, unusual, photographic, 
etc. 


DESIGN IS YOUR BUSINESS, Small Business Ad- 
ministration. U.S. Government Printing Office. 
25¢. 


A concise explanation of industrial de- 
sign from the businessman's point of 
view. Deals with design problems en- 
countered by the head of a small manu- 
facturing concern. Covers product de- 
sign, functional design, design for sell- 
ing, packaging, the role of the consult- 
ant designer, and includes a bibliog- 
raphy for further study. 








And Now ,.. MORILLA Brings You 


The “FIGURETTE” 


NEW 
COMPANION 
to the 


Famous 


“Maniquette” 


Assumes 
Any Human 
Position 


Hardwood 


Anatomically 
Proportioned 


66 Separate 
Parts 


With stand and 
a full 15°* high 


Only 


$9.95 


including stand 


Also Available 
15°" Maniquette 


$15 


24°" Maniquette 


$60 





The MQRILLA Company 









330 East 23rd St.. New York 10, N. Y 





RALPH TORNBERG inc. 
advertising photography 


1780 BROADWAY, CORNER OF 57TH ST. 


NEW YORK 19 * COLUMBUS 5-5864 





g photography 


STUDIOS 


Fe ddvertisin 





New York, N. Y 


120 W. 50th St 











Nearnorth Guild 


Headquarters for professional . 
artists’ supplies 
56 E. Chicago Avenue 
Chicago 11, Illinois 
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DOOKS “_. 
vatalogs 
anuals 
reports 


multi-page architects for 18 years 


ail 


53 West Jackson Blvd., Chicago 4 
WeEbster 9-5335 











DOUG SMITH, INC. 


A complete placement service 
of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 





333 NORTH MICHIGAN AVENUE - 
FRanklin 2-3280 


CHICAGO 








eeger 


graphic design © $Uperior 7-9271 
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STUDIO FOR SALE 


Here is a fine opportunity to invest and take 
over all accounts, complete studio, and 
staff of a small successful ad art studio in 
SUNNY SOUTHERN CALIFORNIA. Nets over 
$25,000. Retiring! Write Box No. 2100, 


Art Director & Studio News, 43 E. 49 St., N. Y. 17 
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GRAPHIS, No. 53, 1954. Amstutz & Herdeg, Gra- 
phic Press, Zurich. 

Latest edition of the international bi- 
monthly for graphic and applied art fea- 
tures Hans Erni with many illustrations 
of his work. The work of Steinberg, Vil- 
lon, George Jouve, Janine Janet; J. Mul- 
ler-Brockmann and Rudi Klemm are also 
shown and discussed in this issue. There 
is an article on Woman’s Day and its new 
promotion campaign. 

Copies or subscriptions may be ob- 
tained through K. Heitz Co., 150 W. 54 
Street, New York ig and in Canada, 
through Imperial Bank of Canada, To- 
ronto 1, Ont., or Montreal 3, Quebec. 


FILTERS AND THEIR USES. W. Bradford Shank. 
Crown. Revised edition. $1.00. 


All types of filters are discussed in de- 
tail as to their uses on black and white 
film and in color photography. Gives 
rules for selection of filters under vary- 
ing conditions. 


WATER COLOUR SKETCHING OUT OF DOORS. 
Norman Wilkinson. Pitman. $2.95. 


A practical guide to traditional water- 
color painting techniques by one of its 
able exponents. He discusses equipment, 
composition, color, methods, and demon- 
strates the actual painting of a picture 
stage by stage. 


MODERN LETTERING AND CALLIGRAPHY, Edited 
by Rathbone Holme & Kathleen M. Frost. Studio 
Publications. $6.00. 


Includes a representative collection of 
examples of fine lettering in calligraphy, 
book production, architecture and ad- 
vertising produced during the past ten 
years. Four leading authorities review 
progress in each category. Nearly 300 
illustrations. Book is sequel to Letter- 
ing of Today, published in 1937. 


THEORY OF FIGURE PAINTING. Andre Lhote. 


Praeger. $7.50. 


Author analyzes the problems and re- 
quirements of figure painting. He sees 
the importance of a philosophy of paint- 
ing and emphasizes the values of tech- 
nical competence. His essays give valu- 
able insight into the uses and types of 
composition, rhythm, color, perspective. 
He illustrates his ideas with g color re- 
productions and 104 monochrome ex- 
amples taken from all schools and peri- 
ods of both Oriental and Western art. 


X!5107 . . . one of thousands of the pictures we 
offer at $15, with $5 off if you use our credit line. 
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Intrigue ‘em! 

nirigue em! 

with stock pictures from... 


UNDERWOOD & UNDERWOOD 


319 E. 44, New York 17 e 646 N. Michigan, Chicago 11 


Tel. MU 4-5400 Tel. DE 7-1711 
NEW SUBJECTS... EVERY MONTH 
BRANCHES 
ATLANTA LOS ANGELES 


1627 S. Broadway 
Richmond 7-0234 


Koulevard at North Ave. 
Vernon 1124 


BOSTON MINNEAPOLIS 
244 Washington Street 122 South Sixth St. 
Capitol 7-3634 Main 2331 
CINCINNATI PITTSBURGH 


12 East 9th Street 713 Penn Avenue 
Garfield 1234 Court 1-6489 
DALLAS ST. LOUIS 

2704 ¢ edar Springs 1006 Olive Street 
Lakeside 2725 Garfield 0932 
DETROIT ‘ SAN FRANCISCO 
2241 Book Building 181 Second Street 
Woodward 1-0746 Yukon 6-4224 











LANTERN 
SLIDES 


black and white or color 
2” x 2” or 3%" x 4” 
.. for TV + lectures + technical 
sales meetings 


laynes~Provost Studio’ 
18 EAST 41 STREET, NEW YORK 17, N. Y. 
LExington 2-5579 











How TO BUILD A 
PICTURE MORGUE 


of Available Stock Photos 


Subscription to 16 page (9% 
x 12%) MONTHLY PROOFBOOK 
brings you 12 issues featuring 
75 to 100 new-posed —— 
eae. Each page ars a 
lack category label top right 
for filing in cabinet or loose- 
leaf binder. 


EYE-CATCHERS $900 


PROOFBOOK 
One Year Subscription 





Write today 


MM o3 caTCHERS 











Art Director & Studio News 


bookshelf 


The AD&SN bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professionai and advertising manager. 


NEW BOOKS 


93. Theory of Figure Painting. Andre Lhote. 

Analysis of the problems and requirements 
of figure painting. Author's essays give valuable 
insight into the uses and types of composition, 
rhythm, color perspective. Illustrated with 9 color 
reproductions and 104 monochrome examples 
taken from all schools and periods. $7.50. 


94. 33rd Annual of Advertising and Editorial 

Art. To be published December 6 for the 
New York Art Directors Club. Contains the best 
in American advertising and editorial art, as 
shown in the 33rd Annual Exhibition last spring. 
$12.50 


ANNUALS 


70. U.S. Camera, 1954. Edited by Tom Maloney. 

A collection of outstanding photographs 
from all over the world representing every phase 
of photography. $7.95. 


83. International Poster Annual, 1954. Edited 

by Arthur Niggli and W. H. Aliner. 488 
posters from 24 countries, mostly in black and 
white. Artists, advertisers, agencies and printers 
are indexed. Stimulating visual record of posters 
throughout the world. $10.95. 


84. The Penrose Annual, Vol. 48, 1954. Edited 

by R. B. Fishenden. Solid technical data on 
new reproduction processes, complete with fuil 
color illustrations. Articles cover negative mate- 
rials with built in screen, ferro-magnetography, 
Xerography, Klischograph Engraving Machine, 
Monophoto, teletypesetter for book work, dry 
offset, ungrained metal plates for offset, photo- 
graphic color proofs, aniline printing, and a host 
of other technical information. $9.50. 


86. Idea 54! The International Design Annual, 

Vol. 2. Edited by Alvin Lustig. Second an- 
nual on the progress of industrial design in prac- 
tical appliances and consumer goods. Over 300 
samples of the best products of the past year 
irom many countries. American edition includes a 
section showing student work at Yale School of 
Design. Hundreds of illustrations. Indexed. $8.50 


91. Graphis Annual, 1954/55. Edited by Walter 

Herdeg and Charles Rosner. 3rd volume of 

the encyclopedia of international advertising art 

presents a pictorial survey of printed publicity of 

19 countries. 710 illustrations, 66 in color, are 

commentary in three 
$12.50 


accompanied by running 
lanquages. Cloth bound 


LAYOUT 


87. Advertising Layout. William lLongyear. An 

informative and stimulating explanation on 
how to create ad layouts that make people stop 
look and read. Illustrations are from best current 
practice. Discusses layout problems for each 
media. $6.50. 


TYPOGRAPHY, LETTERING 


59. The Studio Book of Alphabets. 67 complete 

specimen alphabets some type, some hand 
drawn, covering a wide range of styles. Foun- 
dries noted. $2.00. 
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82. Practical Handbook on Headline Design in 
Publication Layout. Kenneth 8. Butler. Num- 
ber two in a series of handbooks aimed to in- 
crease the scope of the editor's work. Emphasis 
is on headline punch. Hundreds of illustrations. 
Lists pitfalls and urges use of good typography 
and brevity. $3.75. 
88. Modern Lettering & Calligraphy, edited by 
Rathbone Holme & Kathleen M. Frost. 300 
examples of the best in calligraphy, book, ad, 
and architectural lettering during the past 10 
years. An international collection with four lead- 
ing authorities reviewing progress in each cate- 
gory. $6.00. 


SWIPE FILES 


19. 750 Designs, Borders, Backgrounds, Tints 
and Patterns, H. B. Coffin. All illustrations 

can be cut out or copied without permission. 

$4.50. 

20. Idea File, H. B. Coffin. Shows wide variety 
of basic practical layouts for folders, 

pamphlets, self-mailers, etc. $1.50. 

50. 5000 Helpful Pictures of architecture, 
beasts, birds, flowers, fowl, fish, costumes, 

inventions, tools, weapons, musical instruments, 

and vehicles, foreign and familiar, present and 

past. $3.00. 

51. 3000 Pictures of Animals, Reptiles, Fishes 
and Marine Life. Photographs, prints, and 

drawings of hundreds of species. $3.00. 

52. 3000 Pictures, grouped according to classi- 
fication from Agriculture to Zoology. In- 

cludes diagrams and dictionary style legends. 

$3.00. 

53. 3000 Photos and Drawings of Birds. $3.00. 

60. Picture Encyclopedia. 164 pages, 24,000 
illustrations, mostly line drawings, wide 

variety of subjects, legends. $15.00. 

90. International Encyclopedia of Illustrations. 
30,000 pictures, mostly line drawings. No 

index, but pictures are organized in groups by 

subject matter. All are labelled, some are fully 

captioned. $15.00. 


TELEVISION 


31. Designing for TV, Robert J. Wade. Text 

plus 200 illustrations tell TV artist about 
scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 
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43 E. 49th Street, New York 17, N. Y. 
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72. Television Advertising and Production Hand- 

book. Sette! Glenn and Associates. Com- 
prehensive, practical introduction to advertising 
and production in TV. Each chapter written by 
specialist in his field. Contains dictionary of TY 
terms and describes visual aids for TV. $4.50 


PHOTOGRAPHY 


80. The Airbrush Technique of Photographic 

Retouching. Walter S. King and Alfred L. 
Slade. Both those who know its uses and those 
who are unfamiliar with airbrush techniques will 
benefit from this clear, well illustrated manual. 
Numerous photographs show how and when to 
use the airbrush, how to retouch photographs and 
much technical information. 118 pages, paperback 
with looseleaf binding. $9.50. 


ART 


92. Eight European Artists. Photographed and 

edited by Felix H. Man. Braque, Chagall, 
Leger, Le Corbusier, Matisse, Moore, Picasso and 
Sutherland are presented in the intimate atmos- 
phere of their studios and with their families. 
Works of these great men are shown surrounding 
them as they go about their work and other 
activities. Biographical sketches and brief com- 
mentary accompany a primarily pictorial account 
of the artist and his creations. Cloth bound. $15. 


COPYFITTING 


42. Streamlined Copy-fitting. Arthur B. Lee. 

1954-55 edition of this manual, now 64 
pages, contains character count for more than 
1450 faces, including caps and small caps. All 
necessary scales are on one master gauge. $5.95. 


GENERAL 


79. Commercial Art as a Business. Fred C. 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


89. The Package Engineering Handbook, Walte 

Stern. A reference book, replete with charts 
and tables of basic data on tools, materials and 
methods. Packed with how-to illustrations. $10.00. 


74. American Slogans, 1952-53. William Sun- 

ners. 13,000 slogans and phrases intended 
to help advertiser and agency determine what 
slogans are already in use and to give new 
ideas. Includes British slogans and others. Listed 
alphabetically under divisions with source of 
slogan in each case. Complete index. $7.50. 


Amt. Encl. $ 





Please send me, postpaid, the books corresponding to numbers circled below. 


53 59 60 70 72 74 79 


8 89 90 91 92 93 94 
All orders shipped postpaid. No C.O.D.'s. Add 3% sales tax with orders for 
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If you want a book not listed, send your order and we will try to get it for you. 
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AD ART BOOK ASSOCIATION 





ART & ART SOURCE BOOKS FOR THE ARTIST e DESIGNER e ART DIRECTOR 


ALL ART BOOKS ARE SOLD AT A DISCOUNT + BOOKS ARE SHIPPED POST FREE 


SLOW IS A LIST OF SOME OF OUR BOOK SAVING OFFERS. WRITE FOR OUR REGULAR LISTS 


LIST OurR 
ANNUALS PRICE PRICE 
1. 33rd ART DIRECTORS ANNUAL (Just Published) $12.50 $10.50 
2. GRAPHIS ANNUAL 1954-55 12.50 10.50 
3. PENROSE ANNUAL 1954 : 9.50 8.00 
4. INTERNATIONAL POSTER ANNUAL 1954 10.95 9.50 
5. DESIGNERS IN BRITAIN #2 Seiad 10.00 3.00 
6. DESIGNERS IN BRITAIN #3 ! 10.00 3.00 
LETTERING 
7. BICKHAM, G., THE UNIVERSAL PENMAN , : 8.50 7.25 
8. HORNUNG, C., EARLY AMERICAN ADVERTISING ART 17.50 14.95 
9. BARBEDOR, L., FACSIMILE EDITION OF THE GREAT FRENCH 
CALLIGRAPHER 9.50 6.50 
10. SYMBOLS, SIGNS & SIGNETS 8.50 4.00 
FINE ART PUBLICATIONS 
The gift books of the year 
11. EGYPTIAN PAINTING (95 pictes in color)... oa ; aa 20.00 16.75 
12. GOTHIC PAINTING (110 plates in color)................. pti 20.0¢ 16.00 
13. PAUL KLEE (489 Illustrations; 40 in color)... snide 12.50 10.50 
14. ART TREASURES OF THE PRADO MUSEUM 
(167 extra large plates; 71 in full color)... 7S aoe - : 12.50 10.50 
15. REMBRANDT (50 large color plates).. . 12.50 10.50 
16. PICASSO and THE HUMAN COMEDY (180 drawings) arene 25.00 21.00 


Special offer « limited supply 

17. PICASSO TO SURREALISM (the third and last volume in the “HISTORY OF 

MODERN PAINTING” series. This book is out of print and sells for as much 

es $30.00 on the out of print market. Our special price for the first edition in 

mint condition is only $18.75 30.00 18.75 
18. NATION’S HERITAGE (6 woh. 12% » x 15Y%,).. This beautifully Illustrated set 

contains thousands of illustrations in color and sepia of the past and present 

of our glorious America. Published in 1949 by J. C. Forbes at Thirty Dollars a 

volume; we offer a very limited supply at only $60.00 150.00 60.00 


SETS ARE BOXED AND IN MINT CONDITION. A WONDERFUL CHRISTMAS GIFT. 


AD Art Book Association 
Box 951 

Grand Central Station 
New York 17, N. Y. 


I enclose $ . Please send the 
books | have indicated by circling their number. 


Lg 2 3 a 5 6 
7 8 9 10 VW 12 
13 14 15 16 17 18 


ADD 3% NYC Sales Tox 


Please send me your regular lists [) 
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check 


Art Director & Studio News 
for your advertising. 


It gets results. 


New York: Morton Bryer PL9-7722 43 E. 49th St., N. Y. 17 


Chicago: Ken Moeller Riverside 7-1630 1 Riverside Rd. 





jUdson 2-0774 


LESLIE F. MARTIN 


25 W.F5 St, New York 
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Continuous tone 
positives on glass 

or paper, photo- 
compesing, etc. 

from art ~ ~™ 
transparencies, either 
facsimile or extensive 
a, of color 


SEPARATION J 


Pas COLOR 
peters 


149 WEST 54th STREET 
Circle 7-1747 








OLD MASTERS « MODERNS ¢ CONTEMPORARIES 
contains Over 500 illustrations 


Here at last is a comprehensive catalog of fine 
quality, full-color art reproductions from every 
important school of painting—all available from 
the World's largest print dealer. $1 

Specialists in picture framing and matting 
mounting of advertising art, presentations. Fine 
work—fast service—reasonable prices! 


“if it’s in print—we have it’’ 


Ontheocohoes /208sin sinh Arco 
New York 36, 
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OF THE WORLDS 


~ Greatest Advertisers/ 
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Bodoni, Century, Futura — 





It’s not only the type face... 
but the way it’s handled 


IMPERIAL AD SERVICE 











GOOD STATS 
... FAST 


American Blue 
299 Mad., MU 7-1961 
630 Fifth, CO 5-0990 
7 E. 47, PL 1-2240 

239 E. 44, VA 6-0033 


8061 92U!S 














How Advertisers Use Photo-Reports 


Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 











classified 
call PLaza 9-7722 


LETTERING SALESMAN with sales experience and 
knowledge of lettering, wanted by top all-around 
letterer. High commission. Box 2013, AD&SN, 43 
E. 49 St., NYC 17. 


REPRESENTATIVE WANTED for established fash- 
ion and commercial photographer with spacious 
skylight studio in mid fifties. PLaza 7-2570. 


ART DIRECTOR: STUDIO OR ART DEPARTMENT 
MANAGER, Presently employed as art director 
and studio manager of one of New York's largest 
studios, desires change. Has held the above 
position for three other studios, including that 
of his own. Thoroughly experienced in all phases 
of adv. and sales promotional design. Com- 
plete knowledge of art preparation, and costs. 
A top administrator, used to supervising large 
groups of personnel and organizing staff for 
heavy flow of work. CAN ASSUME UNLIMITED 
RESPONSIBILITY. Salary $15,000. Box 2103, 
AD&SN, 43 E. 49th St., NYC 17. 


ENJOY LIVING—IN SUNNY CALIFORNIA, Com- 
plete & successful 5-man STUDIO FOR SALE. 
Grosses $62,000; Nets $25,000. Owner retiring. 
Write Box 2100, AD&SN, 43 E. 49 St., NYC 17. 


ARTIST’S MORGUE FOR SALE. 3 filing cabinets, 
12 steel drawers. About 100,000 pics. Also used 
ART BOOKS and EQUIPMENT. Box 2102, AD&SN, 
43 E. 49 St., NYC 17. 


ready 


reference 
to have your firm listed call Plaza 9-7722 


COLOR PHOTO SERVICES 


Max Jaikin 
Transparency Retouching, Color Assembly 
53 W. 57th St., N.Y. 19 Cl 6-8712-3 


Kurshan & Lang Color Service 


24 Hour Custom Ektachrome processing 
Duplicating & Dye Transfer Prints 


10 E. 46th St., N. Y. 17 MU 7-2595 
Tulio Martin 

Transparencies 

58 W. 57th St., N.Y. 19 Cl 5-6489 


Modernage 

319 East 44th Street, New York, N. Y. 

Complete Custom Photo Service for professional 
photographers, magazines and industry 

¢ Developing, printing 

¢ Airbrushing, retouching 

¢ Studio Available 


If you have a problem 

Call Ralph Baum 

Moss Photo Service Inc. 
Color postcards, color separations 

50,000 black & white glossies made daily 

Moss Building, 350 W. 50 St., NYC Plaza 7-3520 


LExington 2-4052 


HISTORICAL PRINTS 


The Bettmann Archive 


Old time illustrations on any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 


215 E. 57th St., N. Y. 22 PL 8-0362 


LETTERING 


Q Q Titles 
2000 Fonts of Hot Press Lettering Available. 
1243 6th Ave., N. Y. C. Cl 7-2126-7 


MCTION PICTURE & TV ART 


Artmen Associates 
Sales Promotion « Posters * Ads for M.P. & TV 
136 W. 52 Street, N. Y. C. Cl 6-3674 


RETOUCHING 


Davis * Ganes 


Color Correction and Retouching of 
Transparencies, Dye Transfers & Carbros. 
Flexichrome Coloring 


516 5th Ave., N.Y. 1 


SALES PRESENTATIONS 


Wiener Studio 
Charts * Posters Slides * Silk Screen 
12 East 37 St., N. Y. C. MU 6-0656 


SERVICES 


Ways’ Standard Viewers 
For viewing color in transparencies correctly 
William P. Way Chappaqua, N. Y. 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 


Murray Hill 7-6537 


12 E. 12th St., N. Y. 3 OR 5-7280 
Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 


STOCK PHOTOS 


Frederick Lewis 

Extensive Library of B&W Color Photos 

36 West 44th St., NYC 36 MU 2-7134 
Underwood & Underwood News Photos 
3,000,000 photos on all subjects: Historic, Per- 
sonalities, Industrial, Geographical, etc. Send for 


our free listing. 
3 W. 46th St., N. Y. 36 JUdson 2-3474 


TYPOGRAPHY 

The Composing Room, inc. 
Advertising Typographers 

130 W. 36 St., N. Y. 
Superior Typography, Inc. 
“Double-checked” typography 
305 East 45th St., N. Y. 


JUdson 2-0100 


MU 4-1112 
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i25 WEST 45™ <n 
COLUMBUS 5-6461-2 


NEW YORK 36, N.Y. 
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| Clier:t: Cott Beverages 
Agency: Dowd, Redfield & Johnstone Inc. 
Art Director: Herman Davis 


Paul Wing Studio 


480 LEXINGTON AVENUE e PLaza 3-9095 


Vic Backer 





Tom Stamp 
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eee"very capable follow-through on 
all details of complicated jobs." 
Betty Sloane 
Foote, Cone & Belding 


«+e"hard-driving, conscientious, 
attentive" 
Les Rondell 
Scheideler-Beck & Werner 


eee holds himself responsible for meeting 
all promises...never gets me tied up 
in chain-of-command routines." 
Ted Warwick 
N. W. Ayer 


eee"has developed a real sixth sense 
when it comes to transmitting my 
ideas to the studio." 
Marty Stevens 
Ellington & Co., Inc. 


e+."takes a genuine interest in what 
I am trying to do” 
Guy Oring 
Grey Advertising Agency 


A.D'S HAVE A HIGH REGARD FOR SAM BRODY AND Hig 
who represent 


fredman-chaite studios, inc. 
62 west 47th street 

new york, n. Ye 

PLaza 7=-3131 





